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Above is shown the window display 
material on Disston-Keystone Hand 
Saws which you get free by checking 
and mailing the coupon. It consists of 
sales-making window poster, price cards, 
and display easels for the three sizes 
of America’s fastest selling hand saws. 


At right is shown the Disston-Keystone 
SAW SALES PACK. It contains, in ad- 
dition to a valuable window cut-out, and 
sales helps, a balanced stock of the three 
sizes of Disston-Keystone Hand 
Saws: two 16" saws to retail at 
$1 each, two 20" saws to retail at 
$1.50 each; six 26" saws to re- 
tail at $2 endl. Retail value, $17; 


cost from your jobber, $11.25. 
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AiAROVVARE 


ow is the hin to 


dis play Disston— 
Keys tone hand saws 


oe bee is the 
display material 


No: while Spring repairs are ~ 
being caida: hoareheld ders and 
farmers realize their need for new 
saws. Turn this need into sales, Dis- 
nbs in the window, on the counter, . 
isston-Keystone Hand Saws at 
prices that will make them buy! 


Get from us at once, without 
charge, the Disston-Keystone Win- 
dow Display, as illustrated. Put it 
at work. Show everybody—custom- 
ers and window shoppers—that you 
can supply hand saws made by 
DISSTON, at the lowest prices ever 
known—$1.00, $1.50, $2.00! 


Have ip ur jobber send you the 
Disston-Keystone Saw Sales Pack. 
It contains window cut-out (lower 
left) and other sales helps, with 
two16",two 20", and six 26" Dietom: 
Keystone Hand Saws. The ten 
saws with free cut-out cost you 
$11.25, and sell quickly for $17.00. 


Get THE 
DISPLAY 
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Here is a timely suggestion 










Makers of Yale Builders’ Hardware, Door Closers, Padlocks, Auxiliary Locks, Cabinet and Trunk Locks, and Yale Key Blanks 
HARDWARE AGE 


YALE PADLOCK No. 830 


REGARDING YOUR SALES OF 


YALE PADLOCKS 


T IS decidedly to your advantage 

to sell the finer grades of Yale 

Padlocks. Such transactions are 
more profitable, and you render a 
valuable service by affording the 
utmost in security. 
Usually your customer has in mind 
a definite use. It may be merely a 
matter of keeping out the curious, or 
it may involve protection of some- 


thing valuable. 
Left to himself he may thoughtless- 





YALE 


retail price 


COMBINATION 
LOCK— 134 in. case, suggested 


ly be guided by price without due 
regard for the degree of security re- 
quired. Show him a fine quality Yale 
Padlock and point out the protection 
it gives. The few minutes devoted to 
selling a high grade padlock is time 
profitably spent. 


If a less expensive lock is needed, 
Yale provides an assortment with 
which you can meet any competition. 
And, whatever the price, remember 
“the name Yale helps make the sale”. 






PAD- 












YALE PADLOCK No. 8200 


1% in. case, suggested 
retail price . $2.50 
134 in. case, suggested 
retail price . $3.00 
2 in. case, suggested 
retail price . $3.75 


Places to Make Secure”; 





Write for a supply of our illustrated folder entitled “14 


it will SELL padlocks for you. 


1% in. case, suggested 
retail price . $2.00 
Other sizes, 1 to 2 in. 
cases, suggested retail 
prices $1.85 to $3.75 


THE YALE & TOWNE MFG. CO. 


STAMFORD, CONN., U. S. A. 





HARDWARE 
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York, N. Y. 


AGE, published every week by the IRON AGE PUBLISHING CO., 


s. A. Established 1855. Entered as second class matter May 52,19 13, 


(Printed in U. 8S. A.) $1.00 per year. Single ‘copies 1l5e. each. Vol. 


Division of United Business Publishers, Inc. 
at the Post Office at New York, under the Act of March 3, 1879. 
No. 14 


129, 


239 West 39th Street, New 
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Cyclone Screen Cloth 


Now comes to you in especially 
strong fibre boxes. No more 





damage in transit! Stacked easily 
on your shelves or floor. Same 
high quality—no increase in 
pricel 


Cyclone 
*45°° 
Chain Link 
Lawn Fence 
A lawn fence fab- 


ric you don't have 
to cut. — 


mS TOP-GO” 


Sign On Lawn 
Fence Sales 


The little “Red Tag” on every roll of Cyclone Lawn Fence is the 
most powerful force in the lawn fence business. It’s appearance can 
make a sale, it’s absence can break one. 


To customers it is a familiar sign of familiar value. To millions it is 
actually the only lawn fence trade-mark known. When they see it 
—a sale; when they don't, then a trip to find it. 


Why this universal demand? Simply because Cyclone has consis- 
tently advertised consistently high quality—the use of perfectly- 
galvanized wire, skillfully crimped and woven into fence that not 
only holds its shape but defies wear and weather years longer. 


Other Cyclone “Red Tag’’ products share in this good-will. Note 
the items below; each leads in its class like the lawn fence. Adver- 
tising helps offered you free. If your jobber cannot supply you, 
write us. 


CYCLONE FENCE COMPANY 
General Offices: WAUKEGAN, ILL. 


Branches in All Principal Cities 
SUBSIDIARY OF UNITED |My STATES STEEL CORPORATION 


Pacific Coast Division: STANDARD FENCE COMPANY, OAKLAND, CALIF. 


Gcione ‘pe? 709" Fence 


Cyclone Catch-All Baskets 


Receives all—holds 

all—burns all. The 9 
handy answer to the 
home’s trash prob- 
lems. Sturdy—inter- 
sections electrically 


welded. Baked 


Cyclone Burnit Baskets 


The safest way to 
burn trash. Made 
of heavy galvan- 
ized steel wire, 
crimped for extra 
strength. Every in- 
tersection elec- 











Cyclone Chain trically welded. 
Link fabric, for green enamel finish. Three sizes at at- 
erection on steel Three sizes. tractive prices. 
or wood posts. 
— = 
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SHOVEL SALES 








ARE SPROUTING 


This is the time of the year when shovels should be 
displayed as prominently as any seasonable item. 
Not only that, but effort should be made to secure 
shovel business rather than wait for it to come in. 


Shovels are the most talked about and most widely 
used tools these days, and for good reason. Shovels 
adapt themselves very readily to the jobs that are 


now to be done. 


It will be particularly important for dealers to get 
after their local shovel business and it will be still 
more important to have shovels to offer whose 
brand names are significant of all shoveling qualities 

. strong handles, tough blades, correct balance 


and light weight. 


When you offer Genuine O. Ames, Red Edge, 
Monongah, Carter, Knoxall, Bronco and Pony, etc., 
of the A. B. W. line ... it isn’t necessary to explain 


how good they are. 


Any of these brands can be secured 
through representative jobbers 


AMES-BALDWIN-WYOMING SHOVEL CO. 


General Office: 
PARKERSBURG, WEST VIRGINIA 


A Handsome Shovel-Rack with an Order for Two Dozen 


HARDWARE AGE 
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Can Show You How to Make 
More Money... call him sv 


If you are looking for ways 
to increase sales, reduce ex- 
penses and stop losses that 
are eating into your profits, 
the National Cash Register 
man can help you. 


He can help you because he 
is experienced in modern re- 
tail methods. He brings not 
only his own knowledge but 
that of successful hardware 
dealers the country over. 
His suggestions are based 
on actual results secured in 
store after store. 


It will pay you to talk over 
with him some of the prob- 


lems which hardware men 
are wondering about today. 


Increasing the average sale. 
Finding what are the profit- 
able lines and pushing them. 
Keeping a balanced inven- 
tory ... not too much and 
not too little. Making sales- 
people more efficient. Keep- 
ing mark-up in line with 
day-to-day conditions. Mak- 
ing window displays do 
their share to get business. 


On all of these problems and 
others the National Cash 
Register man can give you 
helpful information. Call 


“ National: 





CASH REGISTERS AND ACCOUNTING MACHINES 


APRIL 7, 1932 


him in today. There is no 
obligation. And his visit 
may add dollars to your 
profits. The National Cash 
Register Co., Dayton, Ohio. 


It will cost you nothing to find out 
how much more the new 1932 
National Cash Registers will do for 
you, and how they meet today’s 
problems as only a 1932 National 
Cash Register can meet them. 
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Stir Up Business / 
by Going After It e 


DIRECT MAIL SALES EFFORTS 


6 


USE OUR ADDRESSING SERVICE FOR YOUR 


and assure yourself Maximum Success at Minimum Mailing Cost 


THE REASON WHY? 
35560 HARDWARE RETAILERS 
Names and Addresses Verified and Corrected 


RIGHT UP TO THE MINUTE OF ADDRESSING 


Addressed According to Annual Sales Volume as follows— 


12667 MAJOR HARDWARE RETAILERS whose sales exceed $30,000.00 
annually and who account for more than 80% of all hardware retail 
sales. 


7270 HARDWARE RETAILERS whose sales are between $20,000.00 and 
$30,000.00 annually. 


15623 HARDWARE RETAILERS whose sales are less than $20,000.00 
annually. 


Only our many years daily contact with the hardware trade publishing 
HARDWARE AGE and HARDWARE AGE VERIFIED LIST makes 
possible such An Addressing and Mailing Service Nowhere Else Obtainable. 
We Gladly Make It Available to You at Rates that are Extremely Moderate. 


WRITE FOR PRICES 


SSS RSS SSS SSS SSS SSS SSS SCT TTS TCT eee ee eee 


HARDWARE AGE DIRECT MAIL ADDRESSING DEPT. 
239 West 39th St., New York 


Gentlemen: 
Kindly advise me your charge for addressing a mailing as checked. 
1 35,560 Hardware Retailers (Complete List). 
(1 12,667 Major Hardware Retailers whose sales exceed $30,000.00 Annually. 
7,270 Hardware Retailers—sales $20,000.00 to $30,000.00 Annually. 
() 15,623 Hardware Retailers—sales less than $20,000.00 Annually. 


() ENVELOPES 
[(] BROADSIDES —to— 
[] CIRCULARS 
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Which are ‘You 
Sel ling ? 


ERVICE—the ability to supply many items 
quickly—is not enough to win better than 
average profits in today's market. 


But—when service becomes “Selling Service” 
profitless order taking is promptly turned into 
profitable order making. 


Here is a striking example of this fact: 


There are two ways to sell fencing and other 
kindred staples. One way is to fill the order, and 
thereby render good service. The other way is to 
point out how good fencing brings about definite 
farm relief through more efficient and more 
economical farm operation—and to cooperate 
with farmers in planning their fencing require- 
ments. i 


The first way is a one-time sale—one way ticket 
to profit. The second way assures many return 
trips for purchases at your store. 


This is true—because good fencing turns unpro- 


ductive acres into productive ones. It enables the 


farmer to properly rotate his crops and stock— 
thereby increasing soil fertility. It permits ‘‘hog- 


ging’ down of the corn and surplus grain crops. 
It reduces the cost of farm operation, and places 


the farmer in a position to improve his income. 


So that—when you sell the importance of good 
fencing—you not only sell the need for more 
fencing—but you actually provide for more sales 
in the future. All of which are just so many 








words—unless you take their meaning to heart—unless—you 
use them to advantage by turning service into “selling service’. 
All aboard, then, with a “round trip’’ passage to prosperity! 











- Poa 


BB Because of tieir known quality, American Steel & Wire 
Company Zinc Insulated Fencing, Steel Fence Posts, Poultry 
Netting, Steel Gates, Barbed Wire, Nails and Wire of all 


kinds are more easily sold—more profitably merchandised. 





AMERICAN STEEL & WIRE COMPANY 


STATES STEEL CORPORATION 


And All Principal Cities 


Pacific Coast Distributors: Columbia Steel Company, Russ Bldg., San Francisco 
Export Distributors: United States Steel Products Company, New York 


: SUBSIDIARY OF UNITED 
208 South La Salle Street, Chicago 
+ * ® * & & a 
APRIL 7, 1932 





If there is one kind of fence that should have a substantial 
sale in 1932, it is POULTRY FENCE. In difficult times, 
people turn to chicken-raising. Vacant lots and back yards 
in towns will become chicken yards and garden plots... 
Farmers will put unproductive land to use for poultry and 
gardens. But neither poultry nor gardens are profitable 
without FENCE. 

The extra values of Pittsburgh Perfect Poultry and Gar- 
den Fences will mean a lot to the dealer in selling this 


worth-while market this year. Pittsburgh Perfect Fences 


are set apart from competition by their distinctive, exclusive 


welded-joint features. In sections where weather is particu- 
larly hard on fence, Pittsburgh Perfect is a great favorite 
because its smooth-surface joints offer no lodgment to mois- 
ture., All Pittsburgh Fences are mfade of copper-bearing 
steel wire, heavily Super-Zinced; a complete line of farm 
and poultry fences in hinge-joint and stiff-stay types, also 
the distinctive Pittsburgh Lawn Fence. 

Be sure to have on hand a sufficient stock of these fences 


to supply the spring demand. 


Pittsburgh Fence 


PITTSBURGH STEEL COMPANY 


Union Trust Building, Pittsburgh, Pa 
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NEW MODEL “F’’ FOR TABLE 
TOP AND CONSOLE RANGES 


MODEL “’K”’ 
FOR CONSOLE RANGES 
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~AutomatiCook 





This New Robertshaw means 


EXTRA SALES FOR YOU 


e@ The Robertshaw contribution 
to the gas range industry has 
been an exceptional combination 
of engineering skill and aggres- 
sive merchandising. 

e As soon as the new table top 
ranges appeared, Robertshaw de- 
signed a new AutomatiCook to 
meet their special requirements. 
e And it is a real AutomatiCook in 


every way, fully comparable to the 


long known Model “K’’. Note its 
handy, yet inconspicuous location. 
It’s as easy to set as a radio dial. 
@ Both the new Model ‘‘F’ and the 
famous Model “K” render the last 
word in precise, accurate, trouble- 
free oven control. Complete 
details of this new Robertshaw, 
for either table top or console 
ranges, should be on your desk 


today. Write for them now. 


ROBERTSHAW THERMOSTAT CO. 


YOUNGWOOD -- PA. 








STRONG LET US TELL 
LIGHT YOU ABOUT 
SAFE EES ee a THESE LADDERS 





SPRUCE LADDE 


TRADE MARK 


AIR DRIED, FULL STRENGTH IN; 
CLIMB AND BE SAFE 
ON BABCOCK SPRUCE LADDERS 

















Fruit Window Taper 
Single Cleaner Single 


of \\ 
saa’ W. W. BABCOCK CO., BATH,.N. Y. 
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M YE R ate am 
HOME WATER SYSTEMS 


Nothing so convincingly supports the 

outstanding merit of Myers Self-Oiling 

Fig. 2510 Shallow Home Water Systems (Fig. 2510) 
as its performance records. From tip 
to tip it is built for service. Within its 









capacity and depth limitations it stands alone 
for style, quality, service, price—an invincible Fig. 2510 
business clinching combination. Complete 


Today, the buyer’s attitude is one of economy. as — 


Greater values at lower prices is his hue and 


cry. This and many other types of Myers Self- Gallons Per 








«DISCHARGE TO HOUSE LINE 





Oiling Automatic Water Systems fit into his Hour 
picture perfectly. Without sacrificing quality $85.00 
one iota, Myers Pump and Water System prices 
have been lowered—a genuine reduction on all 
styles—now $65.00 and up—setting the stage 340 
for Myers dealers to cash in during the im- — 
, . : : ou 

x portant selling months just ahead $90.00 

Procrastinating prospects influenced by ex- 

ceptional values will crystallize into active buy- 
ers. This means profitable business over a Many Other 
wider market on Myers Pumps and Water Sys- Styles 
tems. Let’s have your request for catalog and from $65.00 
complete information. and Up 


THE F. E. MYERS & BRO. CO. 


ASHLAND, OHIO 
PUMPS—WATER SYSTEMS—HAY TOOLS—DOOR HANGERS 
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A GOOD TOOL MARKET 


Farmers ... Householders . . . Hobbyists 


Stanley : 


to Hardware 
Dealers 


“Our new line of STANLEY FOUR SQUARE 
TOOLS includes 13 different kinds of tools at 
prices which will bring these tool users to your store. 
Every tool in this new line represents more value 
for the money than has ever been offered before. 


The tools are attractively finished in two colors — 
red and gray. Displayed alone or with the new 
sparkling window display they will arouse the 
interest of every tool user in your community.” 


We want to express our appreci- 
ation for the enthusiastic recep- 
tion STANLEY FOUR SQUARE 
TOOLS have received from the 
trade. To those who have not 
stocked the new line and who 
haven’t one of our unique new 
Displays, we want to point out 
the profit in stocking these tools. 


STANLEY FOUR SQUARE TOOLS 
are not “just another line.” They 


fill the need for a short, compact 
line to take the place of the far 
too many sizes and designs of 
everyday tools which many deal- 
ers buy, here and there, without 
regard to a balanced, profitable 
line. STANLEY FOUR SQUARE 
TOOLS offer a profitable substi- 
tute for this haphazard and of- 
ten profitless method of buying. 
Ask your jobber about them. 


We give you these to assist in displaying and 
popularizing these new tools 


The most unique window display on tools ever offered the Hardware Trade. 
Printed in 8 colors. It features both ““STANLEY TOOLS” and “STAN- 


LEY FOUR SQUARE TOOLS.” 


Te a 


Send us the coupon at right for one of the 
new displays. Include your Jobber’s name. 
The display will be sent to you immediately. 


THE STANLEY RULE & LEVEL PLANT 


New Britain, Conn. 


STANLEY 


ss FOUR 
SQUARE TOOLS [| ws" 


A combination lithograph display 
and electric flasher, it will attract attention to your window, day or night. 


Colorful booklets featuring STANLEY 
FOUR SQUARE TOOLS are avail- 
able for distribution to your trade. 


Goon WORK |, 
| GOOD TOOLS ; 



















STANLEY 
ae 
am 
zort:! 
SQUARE 
TOOLS 











Window Displays. 





The Stanley Rule & Level Plant 
New Britain, Conn. 


Send us, free of charge, one of the new 
We are interested in 


STANLEY FOUR SQUARE TOOLS. 


We have bought initial assortment from 
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You Should Have! 


NOTE—A LIST OF 
HARDWARE RETAILERS 
IS NOT INCLUDED IN 
THIS PUBLICATION— 
WRITE FOR DETAILS 


IT 1S OBTAINABLE AT THE LOW PRICE OF 


$10.00 


PER COPY 


USE THIS COUPON TO FILL YOUR 


REQUIREMENTS PROMPTLY 


POs eammane Se aeaaeaa oe oe ee ee oe ee Se ee ee ee et seeaeeee = 


HARDWARE AGE VERIFIED LIST 
239 West 39th Street, New York 


GENTLEMEN: 


Kindly send me 






THE TWELFTH EDITION OF 


HARDWARE AGE 


VERIFIED 
LIST 


WHOLESALE HARDWARE HOUSES 
WHOLESALE HEAVY HARDWARE HOUSES 


WHOLESALE DISTRIBUTORS MILL SUPPLIES 


PLUMBERS and TINNERS SUPPLIES JOBBERS 
MANUFACTURERS’ AGENTS 


HARDWARE CHAIN STORES 


WE need hardly point out the necessity and value of 
an authentic hardware jobbers list, compiled and spon- 


sored by HARDWARE AGE. 


It not only authoritatively gives you the names of the recog- 
nized hardware jobbers, but also includes their capitalization, 
the territories they cover, the number of men traveled, the 
lines handled and, in most cases, the names of officials and 
buyers. 


Such a publication is indispensable to sales managers and 
advertising managers. Furthermore, many firms find it high- 
ly advantageous to give copies to their road salesmen and 
district representatives. 


WHEE NADER .. 2. ccc cccccccccccccccvesccsescceee ADDRESS ....ccccccccccccccccccccccccescccccoece 
ORPICTAL, ... 2 ccc cccccccccccccccvccccccccccccens MUM. \6 <0 6 xi0eis 00 69'9.010)'9 0 60:6 9re 0565 6 09 00 6501050 
SQ ee NKR ASST RSTO ST HST ee SS SS Se eS eSeanaeaee ee ee 
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Used by Mechanies 
the World Over 


Experienced mechanics every- 
where prefer STAR Hack Saws 
—they want the best in per- 
formance—the best in hack 
saw values. They know hack 
saws. 


Ask your jobber for STAR 
Hack Saws—backed by a half 
century of experience in sup- 
plying better hack saws. 













CLEMSON BROS., INC. 


MIDDLETOWN, NEW YORK 
@ 2296 
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The GRIFFIN 
PERFECTION SCREEN 
and STORM Door SET 


1esiw No. 1740 ~oker 














The pivot pin feature of 
the GRIFFIN No.740 loose 
joint ornamental Hinge, 
used either right or left 
hand, makes this set most 
convenient for using 
Screen and Storm Doors 
interchangeably. 





Improved Design No. 830 
Handle and Escutcheon 









Door Easy To Remove-- 
Simply Lift off Butt 








Loose Joint Half Surface 
Hinge is Easily Reversible 


The GRIFFIN Line Includes 
Many Other Popular, Econom- 
ically Priced Screen Door Sets 


(SRIFFIN 


nufacturing Cbmpany 


ERIE, PENNSYLVANIA 
MANUFACTURERS 


Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PuRCHASE Sr. 
CHICAGO: 162 N. CLINTON Sr. SAN FRANCISCO: 703 Marker St. 
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For the 
HARDWARE TRADE 


Gold Strand Insect Screen Cloth / 
Clinton Hex Mesh Poultry Netting / , 
Clinton Straight-line Poultry Netting // 
Clinton Hardware Cloth Oy 
Perfection Door Springs 
Wissco Clothes Lines 
Nails and Brads 




























Quality Products 
move out quickly 


The clean even appearance of Clinton Hardware 
Cloth and Clinton Netting is a matter of 
quality. Even meshes, bright, heavy looking 
galvanizing are all eye-catchers, but are 
characteristic of quality. Customers see Clinton 
Netting, are attracted by its appearance 
and buy. Quality Products do move faster. 
AMERICAN WIRE FABRICS CORPORATION, 
Subsidiary 6f Wickwire Spencer Steel Co., 41 East 42nd St., 
N. Y. C.; Buffalo, Chicago, Tulsa, Worcester; Pacific Coast 


Headquarters: San Francisco; Branches and Warehouses: Los 
Angeles, Portland, Seattle. Export Sales Dept.: New York City. 


Li NTON POULTRY NETTINGS 


and HARDWARE CLOTH 
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THE 


MOKE JCREEN 


HIDING QUALITY 
HAS BEEN LIFTED 


jo Veneer of Ballyhooing everything but 
quality has been wiped clean in 1932. The 
buyers’ attitude of Barter and Trade—of assur- 
ing “value” for every hard earned dollar has 
caused a change in modern merchandising 
methods. 

Smart merchants know that to keep the good- 
will of their trade they must earn a reputa- 
tion for quality at a price. Hard-headed elec- 
tricians, carpenters, plumbers and other 
tradesmen know value in tools. They know 
that Irwin Auger Bits are quality all thru. 


And so, as a means of meeting this new buyers’ 
attitude, we offer the Irwin Electric Drill 
Auger Bit Set pictured to the left. Shop Set 
No. S72RCB 13 Bits 14” to 1 held by tem- 
pered clip on a wood panel=—a set no electric 
drill ownershould be without—to retail at $8.20. 
They are the best light duty drill bits for bor- 
ing hardwoods both side and grain. 
For popular Single Electrician Bit Sales the 
Speedbor No. 3E length overall 10’and length 
of twist 6’’ designed for heavy dut ty 
service and the Electrician’s 18” 
car bit No. 35T for use where a long 
\ hole is needed are recommended. 
» \ Display Irwin Auger Bits and watch 
re your bit turnover. 


IRWIN 


WOOD BORING TOOLS 
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IRWIN AUGER BIT COMPANY 


WILMINGTON, OHIO 
Sole Manufacturers of the Genuine Irwin Bit Since 1885 


OFrFIigces | PRINCIPAL CITIES THROUGHOUT THE WORLD 
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There Is Good Profit In Selling 


THIS FINEST 

















aa is not only the profit of getting a 
proper price for this finest lawn and 


garden hose on the market. 


There is also the profit of knowing your 
customers when they buy Goodyear Emerald 


Cord Hose are assured of the values of extra 


quality, fine appearance, and long, 
long economical life. 

Goodyear Emerald Cord is built up 
of double braids of double-double 
cord. It has a tough, flat-ribbed cover 

‘that guards it against scraping and 


dragging. It has a handsome bright 











Other Goodyear quality 
lawn and garden hose are 
Wing foot, Glide, Path- 
finder and Elm brands 


emerald color, is light in weight, kinkless 


and strong. 


Everyone who buys Emerald Cord dis- 

















TUNE INs 
Goodyear invites you 
to hear Arthur Pryor 
and his Band . . . Rev- 
ellers Quartet and 
Goodyear Concert- 
Dance Orchestra... 
every Wednesday and 
Saturday night, over 
N. B.C. Red Network, 
WEAF and Associated 

Stations 














covers that the slightly increased price asked 
for it is a negligible factor compared to its 


lasting service qualities. 


Goodyear is advertising this finest 
hose right now to millions- of hose 
buyers, the garden lovers and lawn 
makers of your community among 
them. Leading golf clubs buy it, know- 
ing its much greater economy. Good- 
year’s finest it is the world’s finest! 
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Mbaking Your Store 


DISTINCTIVE 


VERY store, whether the 
E; owner wishes it to or 

not, expresses a_ certain 
amount of the personality of the 
owner or manager. It is that 
“something different” part that 
makes the store either express a 
friendliness to the customer or a 
coldness. To be successful in 
competition with other good 
stores it must have that friendly 
appearance and there are many 
ways in which this can be done 
with very little expense. 

You perhaps know of stores in 
other lines in your own experi- 
ence that seem to stand out in 
your mind as distinctively differ- 
ent stores and yet when you stop 
to analyze just what it is that is 
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different it is hard to put your 
finger on it. 


Distinctive Exteriors 


The exterior is, of course, the 
first part of your store that the 
customers see. Woolworth’s way 
of making his stores stand out 
was to paint the front of them 
bright red. Other stores have 
followed. this same method in 
many instances until now when 
you see a line up of chain stores 
on one side of the street it al- 
most looks as though that block 
were on fire. 

Red paint alone will not do 
the job. There are other ways 
that you can bring out the dis- 
tinctiveness of your store much 





One of a series of articles on 
Planning a Hardware store for 


Profit by 


Joun H. GANZER 


more effectively and it must be 
carried through your entire or- 
ganization to enable you to cash 
in on it. 

Attractive front designs, ir- 
regular shapes of the display 
windows and particularly attrac- 
tive window displays usually do 
the job better than any other 
way. In_ suburban locations 
making the entire store building 
distinctive in design works well. 
We show a picture of a store on 
page 19 in which the owner has 
very wisely chosen an English 
type of architecture to give his 
place of business that friendly 
appearance. This same 
thing can be accom- 
plished quite well in 
the front construction 
of a store in a block of 
stores. In some sec- 
tions other types 
would be suitable. 

About the best way 
yet devised to make 
window displays dis- 
tinctive as well as ef- 
fective is to keep them 





Note the amount of nat- 

ural daylight provided and 

the unobstructed aisles. 

It gives the appearance 

of quality and reflects this 

quality into the merchan- 
dise displayed. 
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changing frequently and make 
them say something. In some 
blocks of stores you can make 
your store stand out just by keep- 
ing the windows clean. 

Good displays of seasonable 
items with plenty of price cards 
or cards of explanation stating 
the advantages of the goods dis- 
played is a good, sensible way of 
making the exterior of your store 
do a real job for you. Good 
backgrounds which are not over- 
done are also helpful and should 
be of as seasonable colors as pos- 


sible. 


Inside the Store 


Inside the store is where you 
have the big opportunity to make 
your store say, “Come again and 
buy more,” for after all when 
you get a customer into your 
store a big part of the battle is 
won. It is here that you must 
be very careful to be sure that 


APRIL 7, 1932 


the outside of the store does not 
invite them in and then have the 
inside of the store disappoint 
them. You have probably seen 
stores with beautiful and attrac- 
tive fronts and exterior displays 
and when you got inside you felt 
for a minute that you must have 
entered the wrong storé by mis- 
take. 

First of all, your lights, be 
sure that your store does not give 
the appearance of darkness when 
your customers come in out of 
the bright sunlight. It is really 
more important that you have 
your store well lighted on a 
bright day than on a dark one. 

It does seem many times as 
though the light bills are too high, 
but to get along without them is 
a good deal like shutting off the 
gas to speed up the car. It 
doesn’t work that way. It costs 
more to get along without them 
than with them. 


A distinctive type of archi- 
tecture in the store building 
can in many instances 

helpful in making the hard- 
ware store stand out in the 
community. This merchant 
has used the English type 
and in combining it with his 
lumber yard it works out 

very well. 





Of course, any person 
worthy of the title of 
salesperson will greet 
customers in a_ frank, 
friendly sort of a‘ way. 
Not with a silly grin or an 
overdose of enthusiasm, 
but in such a way that the 
customer will feel like 
staying in the store to buy 
and coming back often. 

Displays should do the 
same thing. Like a good 
salesperson displays 
should be clean and 
should not be dumb. A 
good display has plenty 

of talking price cards and 
small price cards to give the 
customer all the information 
needed to complete a sale. 

If certain goods do not move 
after they have been well dis- 
played and every reasonable 
effort made to sell them, they 
should be placed on the bargain 
table and continually marked 
down until they do move. Keep- 
ing them will prove more costly 
every day they stay in the store. 

If your store does not already 
measure up to what you think it 
should, the time to make any 
changes is right‘now. On every 
side of us we see merchandise of 
all kinds being offered lower 
than it has been for years and 
lower than it will more than 
likely be a year from now. 

Lay all your plans out on 
paper first. Get things just the 
way you want them and then go 
to it. 

If you have any particularly 
puzzling problem send it in to 


‘HarpwarkeE AGE and perhaps we 


can help you with it. 
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“They Never,Have Anything New” 


by|LLEW S. SOULE 


EWNESS always attracts. In good times or 
bad, people never lose interest in it. Right 
now nothing is more effective in drawing 

people into retail stores than merchandise of out- 
standing newness, properly priced and attractively 
displayed. 

Only a few days ago I happened to be standing 
in front of a hardware store when two people met 
near me and exchanged greetings. “Are you go- 
ing inside?” one of them queried. “No, I guess 
not,” was the reply, “they never have anything 
new.” 

As they walked away I turned and looked at the 
store windows. They were attractively trimmed 
with regular merchandise, but there was not a single 
new item in evidence. Neither was there a single 
outstanding value in the display. In a way it re- 
minded me of the old type advertisement which 
merely mentioned the fact that John Jones carried 
hardware. 

I went inside. The salesroom looked exactly as 
it did when I had visited several months before. 
The same goods were on the same tables and bore 
the same price cards. It was a well arranged store, 
neat and clean, but there was nothing new about it 
to whet the interest and desire of the buying public. 
Trade was far from brisk. Apparently the greatest 
impression this store was making on its prospective 
patrons was one of monotonous “sameness”; the 
impression that it “never had anything new.” 

In the average hardware store transient trade ac- 
counts but for a small percentage of the total sales 
volume. Its sales and profits come mainly from 
people who trade on a more or less regular basis. 
Its owner’s problem is to hold his regular customers 
and acquire what new ones he can from those who 
live in the community he serves; people, many of 
whom pass his display windows several times each 
week, and who naturally react to the “sameness” of 
the merchandise he offers for sale. 

It is logical to assume that those in his trade ter- 
ritory who have not patronized his store already 
have some favored source of supply for hardware 
and allied lines. It may be some local store, a mail 
order concern, or a store in some neighboring town. 
To attract their favorable attention, he must impress 
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them with new items which they have not seen at 
their accustomed trading places. Often a window 
display of regular merchandise will remind people 
of things they need and yet will not influence them 
to buy it in the store featuring the display. It re- 
quires something more than “mere seasonableness” 
to draw new customers into a store these days. It 
requires more than just the showing of items with 
which the public is familiar. Often this extra some- 
thing is the element of newness or novelty. Once 
inside the store, however, people buy other mer- 
chandise in addition to the new items which lured 
them in. 

The Woolworth organization keenly senses the 
present trend. Its store managers are under definite 
orders to hold open certain portions of their display 
space for new merchandise. Its buyers are con- 
stantly searching for “newness.” As soon as new 
items reach the stores they are featured in special 
displays. They are “pushed” to the limit until 
sales begin to drop off, then they are put in regular 
sales space, while some other new item takes the 
spotlight. Items which have lost sales appeal are 
systematically weeded out, but always there are 
other items of outstanding newness to take their 
place. 

At the present time certain selected Woolworth 
stores are testing out a 20-cent line of merchandise. 
This, price not only has the element of newness, but 
it tends to increase the individual sale. In this 
test, newness and price change seem to have taken 
precedence over the old policy of featuring well 
known merchandise at low prices. In one store 
near New York where the 20-cent plan is being tried 
out we found very few nationally known trade- 
marked articles in the new price class. 

If there is to be any pronounced revival of busi- 
ness, reluctant dollars must be coaxed out of hiding. 
Air tight pocketbooks must be pried open by allur- 
ing appeals to their owners. If newness will help 
to do the job—and Woolworth experience seems to 
prove that it will—let’s shake off the shackles of 
habit and feature it in hardware stores. 

Don’t give the people of your community cause 


to say: “They Never Have Anything New.” 
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NYONE 
who has 
had much 


experience with 
credits and col- 
lections will 
readily _ testify 
that the one ab- 
solutely exasper- 
ating debtor is 
the chap who 
steadfastly _re- 
fuses to ac- 
knowledge your 
letters. Time 
after time, you 
load up the old 
shotgun, and let him have both 
barrels. But the only response 
is sHence, and lots of it. 

In collection parlance there 
there an old saying that contains 
more than a grain of truth. “So 
long as the debtor answers your 
letters, there is hope of making 
the collection.” Like most gen- 
eralities, it doesn’t always work 
out. For there are ready letter- 
writers who promise—and never 
pay. But at any rate there is this 
to be said: The answer does 
give you some clue on which to 
hinge your next appeal. And it 
indicates that your debtor is still 
conscious of the obligation. This 
is an important and favorable 
symptom. 

But the debtor who “don’t say 
nothin’” leaves you completely 
in the dark. You don’t know 
whether his failure to remit is 
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Handling 
the Debtor Who 


“Don’t 
Say 


by MAXWELL DROKE 


Nothin’”’ 


arrangement for  pay- 
ment, even if you must 
accept only a few dollars 
a week until the account 
is cleared up. If you 
cannot call personally, 
use the telephone and 











tion Articles 


occasioned by indifference or in- 
ability to get hold of the ready 
money. You haven’t the slight- 
est inkling as to his intentions, 
plans or prospects. About all 
you can do in such circumstances 
is to keep trying one appeal after 
another in an effort to “get a 
rise” out of your man. 

As I have indicated in previ- 
ous articles in HARDWARE AGE, I 
do not believe in handling such 
cases by correspondence if it is 
at all possible to avoid doing so. 
When the debtor fails to respond 
to our earlier collection remind- 
ers, the time is ripe for a 
“change of pace” in our collec- 
tion procedure. And in_ the 
handling of local accounts there 
is no substitute for personal calls. 

Get to see the debtor, if you 
can. Talk the matter over with 


him. Try to make some definite 


Second of a New 
Series of Collec- 


follow your conversation 
with a confirming letter. 

But there are instances 
where the collection ef- 
fort must be confined to 
letters. Sometimes the 
debtor is located in an- 
other city, and the bill is 
too small to warrant a 
special collection trip. 
Or perhaps he is away a great 
deal and you find it difficult to 
make a personal contact. 

When we are faced with such 
a situation and it becomes evi- 
dent that the debtor pays no heed 
to routine letters, we must em- 
ploy our ingenuity to break 
through his armor and get a re- 
sponse, if not a check. 


Don’t Seold 


yays to scold or 
pay 
delin- 


It seldom 
chide these hardened 
quents. And as a rule they are 
pretty well inured to abuse. Best 
results will be gained through an 
appeal to fair play. Here, by 
way of illustration, is a letter that 
I have used many times, with 
slight variations. It is so fair, 
so friendly and reasonable that a 

(Continued on page 58) 
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The Goyette Bros. Fountain in their Los Angeles hardware store. 


Sopa in a Harnpware Srore 


_ana How! 


HE fountain and lunch ser- 
(k= in the hardware store 
of Goyette Brothers at 1760 
North Vermont Avenue, Los An- 
geles, Cal., is responsible for 
fifty per cent of the sales of hard- 
ware, either directly or indi- 
rectly, according to Frank A. 
Goyette, one of the proprietors. 
The fountain and lunch coun- 
ters, together with booths, serv- 
ing room and kitchen, were in- 
stalled when the building now 
occupied was erected two years 
ago at a cost of about six thou- 
sand dollars. The equipment is 
modern and of the most conve- 
nient design. 
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“The number of customers 
patronizing the lunch counter 
varies from one hundred and 
fifty to three hundred daily,” 
says Mr. Goyette, “and about 
five per cent of those who are 
served wander around among the 
tables of hardware displays and 
purchase something. However, 
nearly one hundred per cent of 
the regular customers at the 
lunch counter eventually become 
patrons of the hardware depart- 
ment. 

“The tendency in a neighbor- 
hood like this is to create a cli- 
entele of steady customers at a 
lunch counter, and there are 
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dozens of customers patronizing 
the counter who have come regu- 
larly since the day we opened. 
Naturally, such a condition can- 
not prevail without building up 
hardware sales. 

“The fountain and lunch de- 
partment is leased out to people 
well qualified to conduct it on a 
high class basis and there have 
been months when the rental 
from it paid our overhead costs 
for the whole establishment. 





other accessories to people who 
do not enter your store and more 
ways than one must be devised 
to get them to enter. People eat 
three times daily, so a place to 
eat ought to attract the greatest 
amount of traffic. That was 
proved out to be a true theory. 
“Before installing the refresh- 
ment department we looked over 
another at Long Beach, where 
the lunch counter is a great 


hardware displays directly while 
eating. However, we placed the 
mirrors above the fountain, so 
that the booth customers can see 
the entire hardware department 
in the mirror. 


Lounging and Banquet 
Room 
“We also put in a lounging 
and banquet room on the mezza- 
nine floor above the kitchen and 
serving room. Here we have 
.promoted afternoon bridge 





“Ninety per cent of our 
paint sales are made to 
fountain and lunch counter 
customers and sixty per cent 
of our electrical appliance 
and electrical accessory sales 
are made to customers of the 
refreshments department. 

“It must be understood 
that this department was in- 
stalled at the beginning as a 
means of increasing traffic. 
Our thought was that you 
cannot sell hardware and 
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Goyette Bros., Los An- 
geles hardware dealers 
are enthusiastic about 
the results of having a 
soda fountain and 
luncheonette in con- 
nection with the store. 
Whether you agree 
with the plan or not 
this story will interest 


you. 


parties and have encouraged 
noon and evening luncheons 
for various groups of busi- 
ness men.. I assume during 
the greater part of the year 
we average one party of some 
kind per week. We have 
even had a June bride show- 
er on our mezzanine floor, 
and several articles were pur- 
chased in our departments to 
be used as presents. 


Analyzing the Crowd 


“Analyzing the luncheon 
crowd, it has worked out like 
this: Seventy-five per cent of 
the customers during the 
noon hours are from neigh- 
boring business  establish- 





ments, while seventy-five per 





horseshoe shaped counter in the 
very center of the salesroom. 
That is fine when the room is 
large enough and if you do not 
want your lunch room open after 
5.30 p. m. We preferred to 
have it open for the evening meal 
and late evening business in this 
locality; however, so placed it 
at the side and fenced off the 
hardware department with a 
fence and gates that we could 
lock. We thought best also to 
place the row of booths between 
the refreshment department and 
the hardware department, giving 
more privacy to the booth cus- 
tomers. We felt, too, that they 
would prefer not to be looking at 


cent of those coming in dur- 
ing the evening hours are from 
neighboring residences. It will 
be seen, therefore, that we are 
contacting two groups. 


Post Office Another Traffie 
Builder 


“Another thing we have done 
during the past year to increase 
traffic is the securing of the local 
branch of the post office. Dur- 
ing the month of December this 
brought 7500 people into our 
store and the average number is 
about thirty-five hundred to four 
thousand contacts monthly. 

“While the post office cus- 
tomers so far have not bought as 


(Continued on page 48) 
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What Is a 


Hardware Retailer? 


By SAUNDERS NORVELL 


RETAILER commenting 
A on my articles made the 
statement that he didn’t 
think I understood very much 
about the problems of a modern 
hardware retailer. I would like 
to have an opportunity to talk to 
this retailer. I am inclined to 
believe that, like many others, he 
has the idea that there is only 
one standard kind of retailer, 
and that all retailers have about 
the same problems. However, 
as a matter of fact, one could out- 
line from 25 to 50 different kinds 
of hardware retailers, depending 
upon how closely the analysis is 
made. The problems of all these 
retailers are different. Of course, 
at the same time there are cer- 
tain general principles of run- 
ning the business that pertain to 
them all. 

Let me enumerate just a few 
of the various kinds of hardware 
retailers, and from this list you 
will see just how different their 
problems are. 


City Retailers 


There is the retailer in a large 
city like New York or Chicago. 
The problem of handling credits 
for such retailers is an entirely 
different one from that of the re- 
tailers in an agricultural district. 
The retailers in large cities can 
in turn be divided into several 
classes. There are the retailers 
who cater to the manufacturers. 
These retailers as a rule have 
very little pick-up or transient 
business. Many of them deal 
largely in what is known as 
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heavy hardware. Then there is 
the retailer who carries a very 
complete and general line, seek- 
ing the business not only of man- 
ufacturers but also of the gen- 
eral public. Naturally such a 
retailer must have a_ location 
adapted to the character of his 
business. Then there is a new 
type of retailer who has devel- 
oped in the last ten or fifteen 
years. This is the suburban re- 
tailer. He carries housefurnish- 
ing goods, refrigerators, tinware. 
enamel ware, as well as a regular 
line of hardware. He caters to 
family trade and must more or 
less compete with the larger class 
of retailers in the large city. The 
improvement in transportation, 
automobiles, etc., has led to a 
great suburban development 
around all of our cities. In fact, 
every large city today is sur- 
rounded by a number of small 
towns or trading centers. Then 
of course in those suburban 
towns along the waterfronts, sum- 
mer resorts, etc., a large part of 
the stocks of the hardware re- 
tailers consists of boating and 
sports supplies. Probably some 
of the retail hardware stores in 
agricultural districts have never 
sold a boat’s anchor, boat lights, 
pumps, anchor chains, or the 
many items used on the water. 
Then there is the retailer in 
the mining towns. In the coal- 
mining district he carries one 
class of supplies, in the lead and 
zinc mining district another, in 
gold, silver and copper mining 
districts still other supplies. 
Then we have the retailers in 
moderate sized towns where 





there is not only a local manu- 


facturers’ business but also a 
farming business. This class of 
retailer must carry a very gen- 
eral line of goods. He, in a 
sense, comes nearest to being 
the model of composite retail 

ardware dealer. But even 
the retailer who supplies the 
agricultural demand varies great- 
ly in different sections on account 
of the nature of the crops or agri- 
cultural products in that section. 
A Texas retail hardware store in 
the cotton district is a very differ- 
ent thing from a Kentucky retail 
hardware store in the tobacco dis- 
trict. A retail hardware store in 
Louisiana just back of the levees 
in the “cajun” district is very 
different from a retail hardware 
store at Palm Beach, Fla. 

All these various retailers in 
various parts of the country buy 
entirely. different lines of hard- 
ware, to serve their particular 
communities. A dealer, for in- 
stance, in the irrigated, fruit- 
growing districts in Colorado 
would know practically nothing 
about the plow lines, trace chains 
and bull-nosed clevises that are 
so familiar to the retail hard- 
ware dealer in the State of Mis- 
sissippi. 

No Standard Retailer 


This list, and these compari- 
sons, might be continued indefi- 
nitely, but it all just goes to show 
that there is no standard retail 
hardware dealer. They are all 
different, and all have different 
problems. This is one of the rea- 
sons why anyone who is at all ac- 
quainted with the retail hard- 
ware trade of the country takes 
with a “grain of salt” some of 
the comment heard about the 
elimination for the retail hard- 
ware dealer of all of his troubles 
in the way of competition from 
mail order houses, chain stores, 
etc. Of course there is trouble 
from these sources, but the point 
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we make is that this trouble cov- 
ers only a few lines, and this 
class of competition is very much 
exaggerated. Energetic, intelli- 
gent retail dealers, carefully 
studying the wants of their com- 
munities and catering to these 
wants have made a good living 
all the years that are past, and 
some of them have actually 
grown rich. Recently all have 
suffered on account of the gen- 
eral depression. Now I don’t 
contend that the various kinds 
of competition should not be 
studied, but I do contend that the 
emphasis placed upon this com- 
petition has blinded the eyes of 
many retail dealers to the hun- 
dreds of avenues of good profit 
that are constantly open to him. 
In other words, it is a matter of 
relativity. It is well to consider 
small matters in one’s business. 
Nothing should be too small to 
be given attention, but it is cer- 
tainly a very serious mistake for 
the manager of any business to 
become so obsessed with one idea 
that he is blind to all other ideas. 

Any veteran salesman who has 
sold retail hardware dealers will 
tell you some very peculiar 
things about them. Almost every 
retailer has his hobbies, and in 
that respect he is no different 
from the rest of us. But, you 
see, this article is being written 
about retailers. We might turn 
around and write a similar arti- 
cle about manufacturers, job- 
bers or salesmen. Remember— 
“All the world is a little queer 
except thee and me, and some- 
times I think thou art a little 
queer.” 

Now, referring to the hobbies 
of retailers, let me say that in 
my own experience as a sales- 
man I found that almost every 
customer I had had the hobby of 
wishing to buy certain items at a 
low price. If you supplied him 
with these items at the price he 
wished to pay, then he was not 
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so much interested in the prices 
of other items. In the old days, 
therefore, we would try, as far as 
we could, to please these retail- 
ers by giving them these goods 
they wanted at low prices. Fre- 
quently these low prices that 
were desired were on staple 
items peculiar to the community 
of each retailer. In Mississippi, 
for instance, they might wish low 
prices on clevises, trace chains, 
mule collars and other “Confed- 
erate jewelry,” while in Colo- 
rado they would like to have a 
nice line of low prices on ass 
skin, measuring tapes, striking 
hammers, shovels, etc. Then the 
rest of the line was not so com- 
petitive, and the salesman who 
obtained the major portion of the 
business of the dealer could make 
a satisfactory average profit for 
his house. 


Fundamentals 
However, leaving all this 
aside, there are some funda- 


mental things about hardware re- 
tailing that are true of all dis- 
tricts. One of them is the hold- 
ing down of the overhead in busi- 
ness. “Old Man Overhead” is 
the fellow who gets our goats. 
Probably I can illustrate what is 
in my mind by telling the story 
of one retailer, who, in my own 
personal experience, I saw run 
$1,000 up to $100,000 in ten 
years. This retailer ! consider 
one of the best business men I 
have ever known, even consider- 
ing the jobbers and manufac- 
turers with whom I have been as- 
sociated. He was a first-class 
business man because he hud 
such a well balanced mind. He 
was not carried away by the litile 
exceptional things that happet:ed 
in business every day. He had 
fewer hobbies and _ prejudices 
than any man I ever knew. He 
had that rare thing called “com- 
mon sense.” 

But let me tell you his story. 


He was a tinner, with a little tin 
shop on a side street in a pros- 
perous Western city. There were 
several large hardware stores in 
his town. One would have said 
that the town was well supplied 
with hardware, and that a new 
stock of hardware was not 
needed. This tinner had little 
or no education. He knew how 
to figure pretty well, but his let- 
ters written by hand were amus- 
ing. However, he wrote practi- 
cally no letters. One day my 
house sent me a letter scribbled 
by him on a piece of paper torn 
off an ordinary writing pad. 
There was no letterhead. All 
this letter said was: “Tell your 
salesman the next time he comes 
to this town to call on me.” Un- 
derneath this sentence was his 
name and address. I called. 
His shop was a regular little tin 
shop. Inside a workman was 
pounding together the creases of 
the joint of a stovepipe on a 
mandrel. Our tinner’s story was 
brief. He had saved a thousand 
dollars, had it in the bank, and 
wished to invest the money in 
hardware. On his trips around 
as a tinner he said he was con- 
stantly having calls for hardware, 
so he thought he would put some 
in. He selected a staple line, 
only, the best sellers. I at- 
tempted to sell him two thousand 
dollars’ worth, taking his one 
thousand on account, but he re- 
fused to buy more than the 
amount of goods he could pay 
for. 

I called on this dealer for a 
number of years. He lived over 
his shop. His wife did all of the 
cooking and the housework. She 
was a hard worker, and, I re- 
member, an excellent cook, be- 
cause I often had dinner with 
them. 

This tinner at first had no 
clerk. He had no horse and 
wagon. His goods were deliv- 

(Continued on page 49) 


25 





HARDWARE AGE 
ADVERTISING 


SERVICE HARDWARE AGE 


FOR THE 


ae ADVERTISING SERVICE 


By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are especially 
planned to help every hardware store make its advertising more practical 
and effective by the liberal use of human interest illustrations. Copy is 
always supplied in so far as it is practical for use by all of our clients. 









The description and pricing of the items must necessarily be left to the in- 
dividual store in most cases. In writing the descriptions to give to your 
printer with the supplied ad layout keep in mind that brief, to the point 
descriptions are the most effective. The style, size, colors, unusual fea- 
tures or special economies effected by the use gf the item should be given. 
If greatly reduced, it is sometimes desirable to show former as well as 
reduced price. If any question arises concerning the use of these ads, write 
us. You’ll find us willing to help you sell more hardware at all times. 


Whee-e-e! HOW TO ORDER 


If you have local stereotyping facilities, request the complete sets of mats 
A Coaster Wagon of all the advertising illustrations of these two pages, inclosing your check 

for $1.25. If you need mounted cuts order them by number given under each 
cut, listing the numbers in a column. Figure the charge of 35c. for each 





for cut when less than ten cuts are ordered; when ordering ten cuts or more 
figure the charge at 30c. for each cut ordered. Inclose check with order, 
$0 00 please—this saves bookkeeping of small amounts. Send all orders to 
2 
An exceptionally strong, well 
An | exceptionally | strong, well HARDWARE AGE ADVERTISING SERVICE F 
stand hard knocks. _ Its large 239 W. 39th St. New York City 


roomy body 36x16 inches is made 
from high grade kiln dried 


hard d with d tailed joints ° ° ° 
aad Sentind wel tonede, toan” (All Ads Are Planned Six Weeks in Advance to Give You Ample 
en See aoe Se Time to Order Illustrations) 


strength—wood roller brake 10 
in. steel roller bearing wheels. 
% inch rubber tires. 


YOUR STORE NAME 








Compare 
Our Values! 


You cannot judge values by price 
alone, we believe poor quality is 
expensive at any price. 4 
Bargains represent high grade 
merchandise built to give long 
service and satisfaction. Our 
prices are fair—the lowest we’ve 
seen yet for such fine things. 














(List Items 


It Pays to Buy With Prices) 
a Good Fence 


It’s cheaper in the long run for 
it wears years longer and you 
pay = — = A 4 
once. ur fence is made of fu 

gauge wire and has an extra Bath Room Fixtures 


heavy coating of zinc adding 








years to its wear. Compare our Now is a good time to fix up vour bathroom. 
fence prices for the same high It adds greatly to the charm and comfort 
quality. of your home and materially increases its 


value as well. Our Bathroom equipment is 
at rock bottom prices now. The same high 
quality you are accustomed to obtain at 
(Store Name) 


(List Items 


With Prices) (List Bathroom Needs 
With Prices) 


YOUR &T.088 ARABS 





YOUR STORE NAME 
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HARDWARE AGE 
ADVERTISING 
SERVICE 
FOR THE 
WEEK 










Many Wide-Awake Merehanis Are Combining 
These Illustrations Into Hand Bills And 
Direct Mailing Pieces 
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We’re making this a real celebration—by providing your needs at 
prices that will start the whole town talking. Fine things at 
prices you can afford even if your income has been reduced. Take L9 


advantage of this great profit sharing event. Come early for in ’ : 
We Like the Man That 


some cases quantities are limited at these special prices. 
<== F is Bills = 
——> Studies His Bills # 


I helt SPECIAL We know he is a good prospec- 
~ aT TT :ive customer for our store; if he 
{| 


mT Te is watching bills and looking for 
4 Koi! is " 
sy 

Pry ] 

TT TTS 


real values he can’t afford to 
L5 
Outing Jug 


overlook the Bargains that are 

being offered every day at (Store 
Name). Get the habit of shop- 

A great aid to a jolly 

outing—keeps liquids hot 

or cold. %-gallon size. 
































L7 
Camp Stool 


A very handy strong camp 
stool with back that folds 
compactly into a remark- 


(List Items 
With Prices) 





ping here. You’ll find you will 
save real money. 

Guaranteed rust-proof and 

k proof — aluminum 


lea 

stopper and drinking cups. 
Keeps liquid hot or cold 
10 to 12 hours. Steel out- 
side, earthenware contain- 
er inside—large opening 
—easy to clean. 





ably small space; made of 
selected hardwood nicely 
varnished—durable canvas 
seat. Height —. Very 
special at this price. 


(List Items 


(List Items Magazine With 
With Rack Prices) 
Prices) A very attractive, well 


YOUR 








made magazine rack of 
hardwood in walnut, red 
or green finish to har- 
monize with your furnish- 
ings. Has four big roomy 
pockets. A very practical 
piece at a_ sensationally 
low price. Height—width. 


STORE 








NAME 


YOUR STORE NAME 























You Don’t Need a Telescope 


to Find 


Outstanding Bargains—fine quality merchandise. 


for yourself. Here are a few real values. 


selection. 


(List Items with Prices) 


YOUR 


STORE 


(STORE NAME) 
VALUES 


Come in and see 


Many more await your 


NAME 





Do You Believe in 
Buying Good Tools? 


If you appreciate tools that stay 
true and give long wear and 
satisfaction and realize that good 


results and speed cannot be 
achieved with inferior tools then 
you should visit (Store Name). 
You’ll find the best selection of 
quality too!s that you could wish 
for at prices you can afford—in 
line with 1932 production costs. 


(List Items 
With Prices) 


YOUR STORE NAME 
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““ Store Meetings 


Eddie Stirs Up a 
lively discussion on 
Employee Purchases 


by LLEW S. SOULE 


HERE was a decidedly 
serious look on the usually 
face of Eddie 


cheerful 


Scanlon, boy of all work for the 


Marvin Hardware Co. “What’s 
the matter, kid?” Van Davis in- 
quired, kindly. “You look as 
though you had lost the last 
friend on earth.” 

Eddie smiled rather dolefully. 
“Gee, Mr. Davis,” he said, “Mr. 
Marvin says I’m to preside at the 
next store meeting, and ‘honest’ 
I’m scared stiff. I never han- 
dled a meeting of any kind in my 
life, and I’ve only been to a few. 
I just know I'll make a flop of 
ad 

Van laughed good naturedly. 
“Don’t let it worry you, Eddie,” 
he said, consolingly. “There’s 
nothing to be afraid of. You’ve 
made several mighty good sug- 
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gestions since you ‘joined the 
force, and if I remember cor- 
rectly, you made them all at our 
store meetings. You had to get 
up and face the gang on those oc- 
casions. It didn’t hurt you any, 
did it? About all you'll have 
to do Friday evening will be to 
tell the fellows to come to order 
and then give them something to 
talk about. Just make up your 
mind what you want to have dis- 
cussed, and as soon as you an- 
nounce the subject [ll jump up 
and start the ball rolling.” 
“Thanks a lot,” said. the boy, 
sincerely. “I'll think up a sub- 
ject and talk it over with you to- 
morrow if you'll let me.” “Sure 
I'll let you,” said Van, heartily. 
“Now run along and get some 
more wire egg beaters for this 
table and forget your worries. 
You'll make the grade easy.” 
Later that same day Eddie 
paused before the display of 
kitchen cutlery sets that Van had 
just arranged. ‘Mother hasn’t 


a single good knife in her 
kitchen,” he said, wistfully. 
“I'd like to buy one of those sets 
for her, if I can have it charged.” 
“Sure,” said Van, “May will de- 
duct the price from your next pay 
envelope. Just put it down on a 
sales slip in the regular way and 
send it in. Leave the price 
blank—Mr. Marvin will fill that 
in himself. I don’t know what 
price he will want to make to the 
employees, but it will be quite a 
little less than the regular price.” 


An Idea! 


Eddie did as directed, but he 
looked at the sales slip long and 
thoughtfully before he sent it 
back to the office. Gradually a 
smile spread over his freckled 
countenance, and the sparkle 
came back into his eyes. Later 
he was seen in earnest conversa- 
tion with May Garvin, the store’s 
efficient bookkeeper, and as he 
turned to walk away she said, 
emphatically: “That’s a good 
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subject, Eddie. It should have 
been discussed and settled long 
ago.” 

By the time Friday evening 
rolled around, the boy had lost 
much of his apprehension over 
presiding at the weekly Marvin 
store meeting. True, he was not 
entirely at ease as he brought the 
gavel down on the table which 
served as the presiding officer’s 
desk, but he was no_ longer 
“scared.” In fact, his face re- 
flected eagerness rather than 
fright as he began to talk. 

“I’m only a kid,” he said, 
“and I don’t know very much 
about this business. Just the 
same I want to learn all I can. 
Mr. Marvin told me last week to 
try my hand at waiting on cus- 
tomers, and I’ve been doing it 
whenever I had a chance. Yes- 
terday I waited on myself, and 
it gave me an idea for this meet- 
ing. I bought a set of kitchen 
knives for mother, and Van told 
me to make out a sales slip for it. 
He told me to leave off the price 
and Mr. Marvin would fill it in 
later. It seems to me_ there 
ought to be some regular system 
of pricing goods bought by the 
store employees.” 


Van Backs Eddie 


True to his promise, Van Davis 
was on his feet at once. “I 
think Eddie is right,” he said. 
“Under the present system, May 
often has to hold:up her work 
until Mr. Marvin has an oppor- 
tunity to price some charge to 
one of the store force. When he 
happens to be away for a day or 
two, as he was this week, it cre- 
ates quite a problem. Besides I 
think the employees ought to 
know how much any article will 
cost them before they buy it.” 

Mr. Marvin stroked his chin, 
thoughtfully. “There’s a lot of 
truth in what Van says,” he said, 
soberly. “There should be a 
definite basis for pricing goods 
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to the employees. The fact of 
the matter is, however,” he 
added, frankly, “I don’t know 
just what basis to use. Up to a 
year ago I usually priced em- 
ployee purchases at the whole- 
sale price. Sometimes I added 
freight and drayage, and some- 
times I didn’t. Once in a while 
I added a little for general over- 
head. Then when we began to 
feel the effect of the slump in 
prices I commenced to charge 
overhead on most of the slips. 
However, I’ll confess that I’ve 
priced each slip in accordance 
with how I happened to feel when 
May gave ittome. There hasn’t 
been any uniformity about the 
matter.” 


Charlie’s Argument 


“T’m not kicking,” said Charlie 
Hanson, “and I think the store is 
entitled to get the full cost, in- 
cluding overhead. At the same 
time, I don’t think it should make 
any profit on what we buy.” 
“Why not?” May Garvin 
queried. “We would have to 
pay a profit if we bought goods 
anywhere else. Mr. Marvin 
don’t take any discount off our 
wages; he pays them in full.” 
“T don’t deny that,” said Charley, 
“but I frankly think it is bad for 
the store morale to ask the em- 
ployees to pay a profit on what 
they buy. Grayson charges his 
clerks full retail price and .we 
all know they often come over 
here to buy things for them- 
selves. Mr. Marvin always gives 
them a courtesy discount.” 

“T don’t think Mr. Marvin 
wants to make any profit from 
his sales to us.” said Bill Gordon. 
hesitantly, “but if he doesn’t add 
something to the actual costs, he 
really loses monev. He can’t 
tell what his overhead will be 
under such circumstances. I’m 
always perfectly willing to leave 
the pricing to him.” 

“T appreciate that, Bill,” said 


Mr. Marvin, “but I really would 
like to have some definite basis 
for employee sales. I think 
you will all agree that your 
wages are fair in comparison 
with what other merchants are 
paying, so it really seems unfair 
to the business to lose money on 
what you buy from the store.” 

“Isn’t there some way we can 
find out what other hardware 
merchants are doing in this mat- 
ter?” Bill Daley queried. “Per- 
haps there is some general basis 
that has been worked out, and is 
being used in the trade.” “I 
don’t believe there is any gen- 
eral basis in use,” Mr. Marvin 
replied, “‘but it won’t hurt any to 
find out. I'll tell you what Pll 
do. IT’ll write to about fifty well 
informed dealers and get their 
reaction. I’ve met a lot of good 
hardware merchants at conven- 
tions, so it won’t be hard to work 
up a list to write to.” 

“T think that is a good plan,” 
said Van. “What else have you 
on your mind, Mr. Chairman?” 
Eddie flushed. ‘‘Well, he said, 
“T don’t think it is a good plan 
to have us charge our own pur- 
chases,” he said, timidly. “In 
case of any mistakes or lost slips 
it might make it look bad for us. 
As a matter of protection to both 
the store and ourselves, I think 
there should be a rule that when- 
ever an employee buys anything 
here the charge should be made 
by one of the other salesmen.” 


Suggestion Accepted 


“I’ve wanted to suggest that 
for a long time,” said Mr. Mar- 
vin, “but I was afraid some of 
you would think that I didn’t 
trust you. As Eddie says, it 
would really be a protection to 
both the business and the em- 
ployee. Since the suggestion 
has been made, I will accept it. 
Hereafter when any of you make 
a purchase, have it entered and 


(Continued on page 54) 
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Rekindling — 
Tool Interest .- 


How Schlafer’s of Appleton, 
Wis., filled their windows with 
handiwork of local tool users 
— and how you can do it. 


HE Schlafer Hardware Co., 

Appleton, Wis., has just 

concluded a most success- 
ful home craft contest. The 
event “went over with a bang,” 
according to Arthur H. Benson, 
of the store’s display department. 
In fact, in both sales and word of 
mouth advertising, results far ex- 
ceeded the firm’s expectations. 
Moreover, Mr. Benson says, 
“Without a question, such a con- 
test will help stimulate tool, 
paint, varnish, etc., business for 
others as it did for us. In ad- 
dition we obtained a large list of 
prospects for complete home 
workshop equipment. The cost 
is not great and bv working 
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ORCE of example 
was the _ factor 
behind these window 
displays by Arthur 
Benson, for Schlafer, 
of Appleton, Wis. 
What others can do, 
you can, was the ap- 
peal made to accom- 
pany the many inter- 
esting and_ skillfully 
produced bits of hand- 
iwork. The contest for 
prizes of modera work- 
shop machinery 
brought out work that 
was excellent. The 
advertisement below 
was one of several. 
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yt; pa a Ping Brave werrigent, - 
* wholes: overs who are interest on. prerident, Clow 
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closely with school in- = =z 
structors in vocational) "2! 
schools, as we did, a = #2! 
city-wide interest can 
be obtained.” This is «|| 
in line with sugges- = : 
tions published in #4} 
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Is Woodworking Your Hobby? 


Is Woodworking Your Business? 


tion from work... a pleasure for every one who likes to create things... for eleqirie 
tools have taken away the work, leaving only the pleasure of erepting things. his 
is a modern age... and modern way is motor driven way. 


Buy it slows if you wi Pas, 
+ OF with Jointer, router = | Buy ® complete ot — oF 
Mortiser attachment: Entire & unit at a time — on time 
machine requires very little ‘ 

joo. ‘This unit shovia be ia payments if you wish but 
every shop. Portable and ex- satisfy that desire now. 
eeptionally well built. 





9 inch Four Speed Lathe Saline singe sot wt 
them 


‘Turns pieces up to 14" in diameter tenptations. They 


Schlafer Hardware Sa. 


Then you should have a Delta 
equipped home work shop.... 


Practical, efficient; yet inexpensive! 


Gone are the days of drudgery of woodworking. Today it’s.a thrill... a relaxer 


For the man who makes « 
business of woodworking 
there's extra satisfaction in 
Delta Tools. Efficient be- 
cause of exclusive practical 
design, economical because 
of low initial cost and low/ <7 
operating cost, portable fo 
“‘handiness”’ and practical 
because of so many uses, | ™ 
Delta Equipped Shops are 24 inch Scroll Saw 
the pride of every user. 






hp . 






More Than Just a 
Power Saw 


A Workshop in Itself mean much 


ier will Delta tools just as much 
as you dw 





ie ta “ 
complete description ‘and Seta 


“vit “stand up” for 
‘use. 








the three booklets in 
the “You Can Make 
It” series were issued by the 
government. 

The wide and powerful appeal 
of’a contest of this nature can 
perhaps best be judged by the 
fact that a total of 152 items 
were entered by constestants from 
all walks of life. Many women 
and children were among the en- 


trants, whose ages ranged from 
five and one-half to seventy-seven 
years, and competition was so 
keen that it was difficult to de- 
cide the winners. As a basis for 
the contest the following an- 
nouncement embodying the rules 
and entry requirements were 
drawn up and issued in mimeo- 
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graphed form. To 
make it convenient for 
those interested to en- 
ter the contest, the sim- 
ple entry blank, which 
is reproduced in an 
accompanying illustra- 
tion, appeared at the 
bottom of the mime- 
ographed announce- 
ment. There were no 
entrance fees or re- 
quirements to buy in 
order to participate in 
the contest. 

Purpose of Contest 


To promote the nation-wide 
movement fostered by the United 
States Department of Commerce 
to utilize much waste lumber and 
other products and to demon- 
strate that many useful things 
can be made in the home with 
proper tools. 

Items to Enter 


Any item or items made by 
you at home may be entered in 
the contest, such as_ tables, 
benches, chairs, stands of all 
types, flower boxes, lamps, cedar 
chests, picture frames, smoking 
cabinets, placques, bird houses, 
doll houses—in fact, anything 
which you will make in your 
home of wood, metal, glass, 
stone, etc. 

Prizes Offered 

Ist: Scroll saw, with blades, 

but without motor. 


2nd: Automatic push drill 
with eight drills and _ ratchet 
screw driver. 

3rd: Six-foot metal tape rule. 

(In case of ties, duplicate 
prizes were to be awarded. 

This contest was open * 
to men, women and chil- 
dren, except employees 
of Schlafer Hardware 
Co., their families, pro- 
fessional workers and 
teachers in these trades. 

One person may en- 
ter as many items as he 





than one prize will be 
awarded each person. 
All articles must be  ** 
work made completely 3 
in home work shops. = 
School work or assem- 
bled pieces unaccept- 
able. 


may desire, but no more “| 
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ENTRY 





Display Department, 
Sohlafer Hardware Company. 


BLANK, 


I will enter the following pieces in SCHLAFER'S HOME WORKSHOP CONTEST, 














A made of = | made of ~ ’ 
A made of made of. 
Nare Addrese Phone no . 








you need in our large stock. 
shop cy small monthly payments. 





(Do not bring in items wtil notified) 
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YOU CAN'T DO GOOD WORK WITHOUT PROPER TOOLS, 
Let us tell you how you can own a complete 


SCHLAFER HARDWARE COMPANY, 


You will find anything 
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Entries must be delivered at 


our store at time of judging. We 
will take every care possible of 
them, but will not be responsible 








(Continued on page 62) 


| 
ali 
: 


Valuable Prizes to-be 
awarded winners in 


Schlafer’s Home Craft Contest 





No Entry Fees — Any Items Made at Home May Be Entered 





Contest open to all except professionals snd employees of Schiafer Hard- 
ware Co. Any one person may enter as many items as they desire but only one 
prize will be awarded each winner. 

All articles must be work made completely in home work shops. School 
work or assembled pieces will not be accepted. 

A suggested list includes such items as tables, benches, chairs, stands of all 
types, picture frames, placques, bird houses, doll houses, smoking cabinets, 
carvings, ».. in fact anything you can make out of wood, metal, glass, 
stone, etc. 


= Get Free Entry Blank at Store 


Any Number of Items May Be Entered 


See our window display 
for suggested items 


| Schlafer Hardware Co. 


ET TM mn en 


‘T’ HE announcement of the 

contest was simple and 
direct. It was displayed in a 
manner that got reader atten- 
tion at once. The entry blank 
at the left was a mimeo- 
graphed slip with a real mer- 
chandising appeal in it. It 
does not overstep the bounds 
when it suggests that “You 
can’t do good work without 

good tools.” 
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ROM  Cali- 


fornia and 


Connecticut, 
from Ohio and 
South Carolina 
come this week’s 
window _ display 
examples. Ohio 
sends the window 
of Wilkins-Leon- 
ard, Youngstown, 
shown at the top 
of this page and 
featuring cutlery, 
tools and electri- 
cal appliances of 
the major classi- 
fication. 

Sunny Califor- 
nia is already in 
the garden, as in- 
dicated by the 
window from 
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Chas. Brown & Sons, San Fran- 
cisco, foot of page 32. Every- 
thing ticketed there in a colorful 
window. 

South Carolina’s contribution 





is that of Sullivan-Freeman, of 
Greenville. The bright and at- 
tractive tool window at the top of 
this page gives us an idea of their 
displays. 





Harrison & Gould, Milford, 
Conn., keep up the interest in 
tools with windows like that be- 
low. A window to inspire con- 
fidence in any tool user. 
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Hardware Age Original Window Suggestions { 








LOTS OF 
































HANDY WORK 
TO BE DONE 


TOOLS 


THAT WILL 














MAKE THE JOB 





EASIER 
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How to Build Two Striking 


LEXIBILITY is one of the 

greatly to be desired fea- 

tures of the HARDWARE 
AGE interchangeable display fix- 
ture. Take, for instance, the win- 
dows illustrated for this week’s 
suggestions. The tool window 
may be adapted to a window 
larger or smaller than the layout 
here given without greatly chang- 
ing the plan. The small curved- 
side plateaus at the sides may be 
eliminated, making the window 
much narrower—or they may be 
set still further to the sides for 
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a larger window. The large back- 
ground panels may be swung in- 
ward for a still smaller space. 
Similar adjustments may be 
made on the cutlery layout. But 
the arrangement as it stands will 
serve most needs. 

There are still a number of re- 
prints of the article telling you 
how you may make these fixtures, 
and they may be had for the ask- 
ing. Hundreds of retail dealers, 
large and small, have sent for 
these reprints. There are no con- 
ditions to this offer. It is a ser- 


_ 


vice to our live window trimmers. 

The choice of colors will mean 
a great deal to these windows. 
For tool and cutlery items a solid 
black background will give the 
most pleasing and effective con- 
trast. Tools and cutlery some- 
how always seem sharper and 
more precise when shown on 
black. A flaming scarlet for the 
lettering on the signs of this black 
background will give a striking 
display. You are going to be no 
less enthusiastic than your cus- 
tomers with this arrangement of 
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Windows of Tools and Cutlery 


merchandise and color. If you 
are ambitious and have one of 
those power scroll-saws for cut- 
ting out the letters and then paint 
them scarlet, you will add fur- 
ther to the “class” of your win- 
dow. If that is too large an or- 
der you could have the word 
TOOLS cut and this might be 
used at frequent intervals in 
other displays. 

These are windows in which 
our uniform price tickets will ap- 
pear at their best. A white ticket 
with scarlet decoration on the 
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corners and black lettering will 
look smart. In the cutlery win- 
dow crepe paper tubing radiates 
from the center of the back- 
ground to the corners. 

The successful window trim- 
mer knows from experience that 
it is not the occasional good win- 
dow that builds business for the 
hardware store, but the consist- 
ently good ones that get people 
in the habit of looking for them. 
People are as hungry for “enter- 
tainment” as a child is for candy. 
It is our job to make that desire 


pay us profits. By following a 
well-balanced program of win- 
dow trimming, such as is pre- 
sented in this series, you can de- 
velop a habit with customers that 
will mean money in your till. 
Keeping two jumps ahead of 
the parade is not so hard when 
you make use of this service. A 
lot of energy and investment goes 
into the preparation of these 
trims. All you have to do is use 
them in your windows and profit 


thereby. But do it consistently. 
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TONIGHT!?! 


From 6 to 9 
CAST IRON 
SKILLETS 

















EXTRA! 
Large No. 8 size. Reg. T5c 
value. 10 inches wide. Sat. 
evening at 



















145 Main Ave. 
THIS IS A FRIEN 





The skillet ad 
sold 37 of the 
15¢e size and 
11 of the 39c 
number on a 


Saturday. Pre- 


Between 6 and 9 O'Clock 


Gift Luggage 


$1.26 and $1.50 Overnight bags and 
suitcases. Values that will not 
be repeated 
Saturday evening only a’ 


These Ads Were 


Whispering Thunder 


The luggage item 
(a new line with 
us) sold but five. 
A step ladder spe- 
cial sold 43 the 
first week and 25 
the second week. 
A pretty good 
response. 






agein this month 











viously we sold 

60 to 70 every 

time the ad 
was used. 





5 Main Ave. 
THIS IS A FRIE 





HETHER an ad is 
supposed to shout, 
or to whisper, its sole 
purpose is to get attention 
and then to transform this at- 
tention into 
buying ac- 
tion. 
These 
ads interest us. 
Soon you are at- 
tracted by their 
very persistence. 


small 





Their familiar 
ery of “Hey 
EUGENE J.Browm there! Look at 


me, too,” can’t 
be escaped. 

Then, too, these small ads get 
good positions, often astonishing- 
ly good. Look at any paper and 
note how very often a small ad- 
vertisement is perched on top of 
a larger and more costly space. 

The cocky little ad perched on 
top of a wall-like large ad attracts 
by its very audacity. 

There are, however, many busi- 
nesses that can use large space ad- 
vertising with sensible regularity. 
But there are so many of us who 
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THE BROWM co 


| MAY SPECIALS 










Wed. Only 


Five Foot 
. Step Ladders 


‘with steel rod — 
each step. 


S/F 


Regular $1.25 Value. 


THE BROWM co 


145 Main St. Phone 1477 





\ 





B. P. S. PAINT 






The card table special sold 48 on a 
fairly nice week day. 


item made, with this ad, 58 sales. 
The measur- 
ing cup ad 
was not a 
money maker 
on a_ dollars 
and cents basis 
but it brought 
in 70 extra cus- 
tomers on an 
otherwise dull 
night. 

Circulation of 
paper 13,000. 
Cost of ad 58c 
per col. inch. 


'TONIGHT! 


5 to 9 o'clock 
10c Green Glass 
Measuring Cups 






these slightly imper 
fect vegetable pans. 
Regular price is two 
and three times thisf 
special sale price. 


49c 










THE BROWM co 


145 Main St. Phone 1477 





The ex- 


tremely low price on the hydrator 


HERE AGAIN! 


Another shipment offs a 









TUESDAY ONLY! 







cannot. Our advertising appro- 
priation is limited. Our stores 
haven’t been built up to a greater 
advertising prominence. We 
must make our ads do double 
time. They must bring business. 
They must sell merchandise. 

In reading this article you 


must keep in mind that the cam- 
paign of small space advertising 
may be totally unsuitable for your 
store and again it may be a dis- 
tinct 


success. 


Simply adopting 





TONIGHT! 


From 6 to 9:30! 


Card Tables 


Reg. $135 value. Well 
made, in green, red or ma- 
hogany trim. Only one to 
a customer. 


im” 


Phone 1477 





















S A FRIENDLY STORE 











an advertising 
plan would 
hardly in- 
crease your 
business by 
25 per cent 
overnight or 
even in three 
months. We 
know that getting business 
these days is a matter of in- 
telligent plugging along seven 
or eight different business 
fronts rather than the sporadic 
attack on a single line. This 


article does attempt, however, 
(Continued on page 60) 
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Just Among Ourselves 


by CHARLES J. HEALE 
Managing Editor, Hardware Age 


Pp many ways the defeat of the 
sales tax measure is an out- 
standing victory of government 
for, by and of the people. 
Equally non-partisan was the 
bill’s sponsors and opponents. It 
belonged to no party or bloc. 
Familiar lines of organization 
activity failed completely to add 
favorable votes. For a_ long 
time the bill looked unpopular, 
yet inevitable. So-called leaders 
in Congress were unable to mus- 
ter sufficient votes to make the 
measure a law. It was the ever- 
increasing clamor of protesting 
citizens that brought about the 
measure’s defeat when an un- 
popular victory looked most im- 
minent. The final tally suggests 
that the people do have a voice 
in government when they take the 
trouble to be heard. Let us 
hope that this victory will en- 
courage the citizens of this coun- 
try to always definitely declare 
themselves for or against pend- 
ing Isgislation. It is a healthy 
sign when such a thing happens. 
Surely business men will lead the 
way in paying attention to the 
plans of law makers, whose very 
existence as such depends upon 
continued public approval. 


HA 








With the sale tax proposal well 
out of the way, retail hardware 
merchants may well turn their 
eyes toward the progress, or lack 
of it, being accorded to the per- 
ennial Capper-Kelly Bill. Its 
veteran sponsors, Senator Cap- 
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per and Representa- 
tive Kelly, have ap- 
parently returned to 
what is generally 
called “the original 
bill.”” Good for them! 
Before any of us 
start to endorse this 
measure, let us qualify our ap- 
proval with insistence that Con- 
gress stick to the text of the 
original bill and not play 
around with riders, jokers or 
amendments that render the 
measure useless as a price main- 
tenance protection. As_ finally 
pushed through the House of 
Representatives last year, it was 
a hideous version of a price fix- 
ing bill and fortunately made no 
further gain. Reports from 
Washington suggest very defi- 
nitely that this measure is 
doomed to a committee death. 
But with such upsets as have hap- 
pened this year Congress may 
make some unexpected move and 
the Capper-Kelly bill may get 
out into the open for ballot. 
Stick with this proposal as long 
as it has its present teeth, but if 
the “experts” get to paring down 
its efficiency withdraw your sup- 
port and do so promptly. Don’t 
be fooled by any vague descrip- 
tion it may carry. Read the text 
and then express your opinion ac- 
cordingly. 


— HA — 


N route to Chicago last week 

~' I took advantage of a spe- 
cial moderate priced (for rail- 
road diners) supper and a spe- 











cial priced club 
breakfast. In both 
cases I requested 


some changes in the 
prepared menu. The 
diner - steward very 
quickly said “certain- 
ly” when the waiter 
hesitated. Three ago | 
could have taken it “as is” and 
liked or at least paid for it. To- 
day, with even the fastest trains 
running light, the much adver- 
tised railroad courtesy is actu- 
ally being demonstrated at every 
turn. Here’s hoping it con- 
tinues after business resumes its 
normal speed. 


years 


HA 








An associate was quite keen 
on a certain tab collar shirt dis- 
played in the window of a well 
known store. No price ticket 
was visible, but nearby was an- 
other shirt with a large sign 
reading “Shirt specials, $2.50.” 
Inside we went only to learn that 
the desired shirt was available in 
only a few odd sizes and at $5 
per. This is not only mislead- 
ing, but also mighty poor busi- 
ness. That store is through as 
far as my friend is concerned, 
and I’ll not be surprised if he 
tells many others of his annoy- 
ing experience. To make mat- 
ters worse, the salesclerk was ac- 
tually gleeful when he boasted 
that the shirt in the window was 
“sure bringing them in” and 
most of them were sold some- 
thing else. Strange merchandis- 
ing which does not win confi- 
dence for any kind of a store! 
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SHEET METAL ASS’N TO 
MEET MAY 11, 12 


George A. Fernley, secretary- 
treasurer, The National Associa- 
tion of Sheet Metal Distributors, 
505 Arch Street, Philadelphia, 
Pa., has announced that the 
twenty-first meeting of the asso- 
ciation will be held at the Belle- 
vue-Stratford Hotel, in that city, 
May 11 and 12. The meeting 
will be attended by executives 
and representatives of sheet 
metal houses, hardware whole- 
salers interested in the distribu- 
tion of sheet metals, steel mills, 
and manufacturers of eaves 
trough, conductor pipe, elbows, 
etc. 


F. A. LAMBERTON NOW 
MANUFACTURERS’ AGENT 


F. A. Lamberton has resigned 
from Simmons Hardware Co., St. 
Louis, Mo., wholesale distrib- 
utors, to open a manufacturers’ 
agency. He had lately been in 
charge of the special accounts 
division, having formerly had 
charge of the sales promotional 
and advertising departments. 
Before joining the Simmons or- 
ganization he had been with 
Richards & Conover Hardware 
Co., Kansas City, Mo., for 
eighteen years. 

Mr. Lamberton will represent 
in the St. Louis, Missouri River 
and other southern points the fol- 
lowing companies: Utica Cutlery 
Co., Utica, N. Y.; Utility Blade 
Co., Orange, N. J.; American 
Shearer Mfg. Co., Nashua, N. H.; 
Schaef & Good Co., Freemont, 
Ohio; Kinsfolks, Inc., Little Val- 
ley, N. Y.; Keiser Mfg. Co., 
Reading, Pa.; Harry Schallman 
(baseball and football goods), 
Chicago, Ill., and J. P. Henry 
Mfg. Co., Camden, Conn. He 
will contact the hardware job- 
bing trade and will maintain his 
office in Room 412, Syndicate 
Trust Building, St. Louis, Mo. 





JOYCE-CRIDLAND CO. 
BUYS FRANKLIN RADIO 


The reorganized Franklin Ra- 
dio Corp. and the assets of the 
Radio Instrument Division of the 
Van Herne Tube Co. of Frank- 
lin, Ohio, have been acquired by 
The Joyce-Cridland Co., Dayton, 
Ohio, manufacturers of heavy 
duty jacks, lifts and_ hoists. 





Franklin Radio Corp. is now lo- 
cated in the plant of the parent 
company on Linden Avenze, 
Dayton, Ohio, and is producing 
tube checkers and combination 
set analyzers and tube checkers. 
A complete line of radio service 
instruments will be announced 
upon completion of development 
work, as well as radio receiving 
and transmitting sets. 

A. W. Lloyd, an official of the 
former Van Horne Tube. Co., 
heads the new corporation. Vice- 
president J. A. Taylor, Sr., is 
chief engineer, while J. A. Tay- 
lor, Jr., is assistant chief engi- 
neer. E. J. Munier, secretary 
and treasurer, The Joyce-Crid- 
land Co., is also secretary and 
treasurer of the new corporation. 


CLEAN-UP CAMPAIGN 
IN STATE OF KANSAS 


With the vigorous sponsorship 
of Gov. H. H. Woodring, and un- 
der the immediate direction of 
the State Fire Marshal’s Depart- 
ment, 400 Clean-Up and Paint- 
Up Campaigns are being pro- 
moted in Kansas with the active 
cooperation of the National 
Clean-Up and Paint-Up Cam- 
paign Bureau in Washington, 
DB. C. 

Clean-Up and Paint-Up Week 
will be held April 18 to 23, 
when it is planned to induce 
home owners everywhere to em- 
ploy idle men in cleaning up 
their premises. The plan con- 
templates local organizations in 
each city and town. Property 
owners will be asked to clean, 
paint and have whatever plumb- 
ing or electrical work they have 
done in this drive for jobs. 


WEADOCK IS N.E.L.A. 
MANAGING DIRECTOR 


James F. Owens, president, Na- 
tional Electric Light Association, 
420 Lexington Avenue, New 
York City, has announced the 
appointment of Bernard F. 
Weadock as managing director 
of the association, succeeding 
Paul S. Clapp, who resigned re- 
cently to become vice-president 
of the Columbia Gas & Electric 
Corp. In 1905 he began in the 
corporation counsel’s office of the 
city of Detroit, later becoming 
assistant corporation counsel. 





From 1912 until 1920 he was 
general attorney for the Detroit 
United Lines and acted as as- 
sistant to the president. From 
1920 to 1924 he practiced law in 
New York City, resigning in 1928 
to serve as special counsel for the 
electrical utilities in connection 
with the Federal Trade Com- 
mission’s investigation, which 
work he will continue with his 
new duties. 


CAMPBELL IS MANAGER 
OF BERRY BROS. 


John C. Witherspoon, for many 
years a director of Berry Bros., 
Detroit, Mich., paini, varnish 
and lacquer manufacturers, has 
been elected president of the or- 





T. C. CAMPBELL 


ganization, succeeding W. R. 
Carnegie, who retires after more 
than 35 years of active service. 
Mr. Carnegie had been treasurer 
for 25 years and president and 
general manager for 10 years. 

Thurlow C. Campbell, newly 
elected vice-president and gen- 
eral manager, had previously 
been in the New York City 
branch, since 1917 serving suc- 
cessively as sales representative, 
branch manager and superinten- 
dent of eastern branches. At the 
recent meeting of the board of 
directors C. L. Forgey, in charge 
of advertising 18 years, was ap- 
pointed general sales manager. 
Mr. Forgey retains his position 
as advertising manager. Direc- 
tors elected, in addition to the 
officers of the company, are: H. 
L. Stanton, chairman; F. L. Col- 
by, Jr., T. B. Colby, G. H. Klein 
lind J. B. Sherrard. 
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RMA CONVENTION, SHOW 
IN CHICAGO, MAY 23-26 
The sixth annual trade show 

and eighth annual RMA con- 

vention will be held in Chicag», 

Ill., May 23 to 26, with conven- 

tion headquarters at the Stevens 

and Blackstone Hotels. Leslie F. 

Muter is chairman of the con- 


vention committee. Further fa- 
cilities for visiting dealers and 
distributors will be provided by 
the National Association of Ra- 
dio, Refrigeration and Electrical 
Distributors and by the National 
Federation of Radio and Electri- 
cal Associations. 





SUMMIT ELECTRIC & 
HDW. BRANCH DAMAGED 
BY FIRE 


1~ The branch store of the Sum- 


mit Electric & Hardware Co., 
Buffalo, N. Y., at 2935 Main St., 
was recently damaged by fire. 
Stock and fixtures valued at $35,- 
000 were almost completely de- 
stroyed. Business is being car- 
ried on by a combined sales 
force at the company’s other 
store. A fire sale is being con- 
ducted at the Hertel Ave. store. 





FALB HARDWARE SOLD 

E. J. Norman and J. L. Rob- 
erts have purchased the Falb 
Hardware Store, Forest City, 
Iowa, which will be operated as 
Forest City Hardware. The new 
proprietors formerly operated in 
the hardware business at Lake 
Crystal, Minn., for a number of 
years. Mr. Falb and his son con- 
tinue their plumbing, heating 
and tinning business in the local 
Oddfellows Hall Building. 





OAKES PRODUCTS BUYS 
“TUK-A-WAY” LINES 

The Champion Folding Furni- 
ture Co., Waukegan, IIl., has 
turned over the manufacture and 
sale of “Tuk-a-way” folding beds 
to the Oakes Products Corp., 
North Chicago, Ill. The Cham- 
pion company will continue the 


sale and manufacture of its 
Champion “Wall-Bed.” 
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Pp. L. VAN ALSTYNE FORMS 
CUTLERY SALES AGENCY 


P. L. Van Alstyne, formerly 
president of Wiebusch & Hilger, 
Ltd., which is now in the process 
of liquidation, has formed a new 
cutlery sales agency under ‘he 
name of P. L. Van Alstyne, Inc., 
with headquarters at 17 East 
Forty-second Street, New York 
City. The newly formed organ- 
ization will represent all of the 
domestic lines previously spon- 
sored by Wiebusch & Hilger, 
Ltd. Many of the salesmen 
formerly connected with the lat- 
ter concern will serve the new 
organization in similar capaci- 
ties. 

The following manufacturers 
will be represented on a nation- 
wide basis by the firm: Utica 
Cutlery Co., Utica, N. Y., pocket 
knives, paring knives, etc.; Util- 
ity Blade Corp., Irvington, N. J., 
razor blades; Schaaf & Good 


Mfg. Co., Freemont, Ohio, 
shears, scissors, manicuring 
sets, etc.; Keiser Mfg. Co., 


Reading, Pa., hedge and grass 
shears, etc.; J. T. Henry Mfg. 


Co., Hamden, Conn., pruning 
shears, etc.; Higganum Hard- 
ware Co., Higganum, Conn., 


“Acme” nippers; the New York 
Stencil Works, New York, N. Y., 
steel stamps, letters and figures, 
and the American Shearer Mfg. 
Co., Nashua, N. H., hair clippers, 
etc. 

In certain sections of the 
country the organization will 
also represent the John Russell 
Cutlery Co., Turners Falls, 
Mass., table and kitchen cutlery, 
and the Acme Shear Co., Bridge- 
port, Conn., shears and scissors. 





GRAFTON HDWE. SOLD 


Roberts Hardware Co.. Clarks- 
burg, W. Va., recently purchased 
the stock and fixtures of the 
Grafton Hardware Co., Grafton, 
W. Va., at an auction sale, held 
by the trustee for the Grafton 
store. The store had been in 
operation for forty years, under 
various managements and firm 
names. 


W. T. GRANT WILL ADD 
34 BRANCH STORES 


It is reported that thirty-four 
new stores will be added in six- 
teen States to the chain of the 
W. T. Grant Co. The new stores 
will bring the total in operation 
to 438. 


YOCKEY BROS. STORE 
DAMAGED BY FLAMES 


The hardware store of Yockey 
Bros., Harrisville, Mich., one of 
the largest in northeastern Mich- 
igan, was damaged by fire which 
started in the basement. The 
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stock and building were dam- 
aged to an estimated extent of 
$20,000, which is partially cov- 


ered by insurance. Office rec- 
ords were saved. 
The firm, which is twenty 


years old, plans to rebuild the 
store. 


SURFACE CAMPAIGN HAS 
A NEW PUBLICATION 


The Save the Surface Cam- 
paign, Washington, D. C., is is- 
suing a new publication, Tint & 
Tone, to take the place of the 
Save The Surface Magazine, 
which made its last appearance 
March 1. The first issue of the 
new publication, which sells at 
five cents a copy, will appear in 
April. Each issue will be de- 
voted entirely to a certain room 
of the house, so that the com- 
bined series will be in the form 
of an attractive handbook on 
hand decoration. 

In April the exterior of the 
house will be featured, the May 
issue being devoted to the living 
room, with kitchens as the sub- 
ject for June. This plan is !e- 
ing carried out to help dealers 
and manufacturers concentrate 
their campaign on one section of 
the home at a time. 





A. R. BECKDOL BUYS 
MONARCH HARDWARE 


A. R. Beckdol has again pur- 
chased the Monarch Hardware 


Store, 43 West State Street, 
Sharon, Pa. In 1898 Mr. Beck- 
dol went with the store, then 


known as R. A. Hannah & Co. 
When the Monarch Hardware Co. 
was organized in 1911 he became 
manager, continuing in that ca- 
pacity until 1919, when he pur- 
chased the store. In 1928 Mr. 
Beckdol sold the business. 





SATURN HEATER CORP. 
SUCCEEDS TEMP-RITE 


Saturn Heater Corp., Bryan, 
Ohio, has succeeded Temp-rite, 
Inc. Products formerly manufac- 
tured and sold under the Temp- 
rite name will hereafter be 
known as Saturn products. Sat- 
urn Heater Corp., is affiliated 
with the Aro Equipment Corp., 
Bryan, Ohio, and all Saturn 
products will be manufactured 
by Aro. 


KARL KOCH ERECTING CO. 
MOVES HEADQUARTERS 


Karl Koch Erecting Co., Inc., 
steel construction company, has 
moved its offices from 155 West 
Seventy-second Street, New York 
City, to Room 1611, 205 East 
Forty-second Street, New York 
City. 





SEARS, ROEBUCK & CO. 
PLANS THREE NEW 
STORES 


Plans for the erection of three 
department stores in the metro- 
politan New York area _ have 
been announced by General R. 
E. Wood, president, Sears, Roe- 
buck & Co., Chicago. The stores 
will be in Hackensack, N. ]}.: 
Brooklyn, N. Y., and Union City, 


N. J. The three buildings will 
be of the same general type, 
three stories with tower. Large 


parking places will be provided 
for patrons. 

Operation will be patterned 
after the operation of the new 
Chicago, Il]., department store 
opened by the company. 


STORE MOVES TO ATHENS 


The Knox Hardware _ store, 
formerly of Etowah, Tenn., has 
moved to Athens, Tenn. 


DAHLIE ADDS HARDWARE 


A complete line of shelf hard- 
ware has been added by P. O. 
Dahlie to his flour, feed and seed 
business in Phillips, Wis. Ex- 
tensive alterations have been 
made in the store. 





HALLIGAN, BRIGHT STAR 
BATTERY SALES MANAGER 

T. F. Halligan recently suc- 
ceeded J. B. Gonsalves as gen- 
eral sales manager of Bright 
Star Battery Co., Hoboken, N. J. 
William M. Riordan is sales pro- 
motion manager of the organiza- 
tion. 


ROY OPPIE RESIGNS 
FROM NORTHERN HDWE. 


Roy Oppie has resigned as 
manager of the Northern Hard- 
ware Co., Portland, Ore., ,a 
dealer owned wholesale distrib- 
uting organization. P. R. Bue, 
formerly assistant to Mr. Oppie, 
is now in charge. 





PONTIAC PAINT MFG. CO. 
BUYS MEADE HARDWARE 


The Pontiac Paint Mfg. Co., 
Inc., Pontiac, Mich., has acquired 
Meade Hardware, Orion, Mich. 
The store will be run under the 
Meade name, but purchases will 
be made at the Pontiac company 
offices, under its supervision. A 
complete stock of hardware, 
paints, wallpaper, electrical ap- 
pliances and other items will be 
handled. 


ALEXANDER HDW. FIRE 
The Alexander Hardware 


Store, Emory, Tex., was recent- 
ly damaged in a fire which de- 
stroyed two adjoining stores. 





SCARSDALE SUPPLY CO. 
BOUGHT BY MEAD CO. 


Warren W. Higgons, president, 
Charles N. Mead Co., Green- 
wich, Conn., department store, 
has announced the purchase by 
his organization of the Scarsdale 
Supply Co., Chase Road, Scars- 
dale, N. Y. The Scarsdale store 
was formally opened as a de- 
partment store on April 4, with 
members of the _ Scarsdale 
Woman’s Club as hostesses. A 
hardware department will be op- 
erated at the new branch. 

Stanley C. Higgons, son of 
the president of the firm, is in 
charge of the new branch. 
Charles N. Mead, secretary and 
general manager, has moved his 
office to Scarsdale. Buying offices 
of the Mead organization are lo- 
cated at 370 Seventh Avenue, 
New York City. 





SAN FRANCISCO POT & 
KETTLE CLUB MEETING 


Members of the San Fran- 
cisco Pot & Kettle Club heard 
Edwin Bates, special agent, Bu- 
reau of Foreign and Domestic 
Commerce, at the March meet- 
ing. Mr. Bates described the 
workings of the Census Bureau 
and the value of the facts gath- 
ered by the Bureau, in business 
activities. He pointed out how 
retailers, manufacturers, whole- 
salers, bankers and others desir- 
ing marketing data could be 
helped by the Bureau’s informa- 
tion. 


TROTTER HADWARE 50 
YEARS IN BUSINESS 


The Trotter Hardware Co., 
East Liverpool, Ohio, retailers 
and wholesale distributors, recent- 
ly observed its fiftieth anni- 
versary. J. A. Trotter, president 
and treasurer of the company, 
started the business in 1882, with 
his father, in Calcutta, Ohio, with 
a small stock of groceries, dis- 
played in the Trotter home. The 
business expanded and in 1898 
it was moved to East Liverpool. 
In 1924 the present company 
was incorporated, succeeding 
The J. A. Trotter Co. 


SPOKANE HARDWARE CO. 
IN NEW LOCATION 


The Spokane Hardware Co., 
Spokane, Wash., wholesale and 
retail store, formerly at 706 Main 
Avenue, recently moved to 521 
West Sprague Avenue. Last year 
the company made an assign- 
ment to J. D. Meikle, secretary, 
Spokane Merchants Association, 
for the benefit of its creditors. 
An advisory committee was ap- 
pointed at the time. 
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BLACK, A DIRECTOR OF 
AMERICAN HARDWARE 
CORP. 


Isaac Black, vice-president of 
American Hardware Corp., New 
Britain, Conn., in charge of the 
Russell & Erwin division of the 
corporation, was elected a direc- 





ISAAC BLACK 


tor at the annual meeting March 
18. Officers of the corporation 
were reelected as well as all of 
the directors, Mr. Black being 
the only new director. Officers 
reelected are: President, George 
T. Kimball; first vice-president, 
Charles B. Parsons; second vice- 
president, Carlisle H. Baldwin; 
vice-presidents, George P. Spear 
and Mr. Black; treasurer, Isaac 
D. Russell; assistant treasurer, 
William H. Booth; secretary, 
George Hildebrandt, and assis- 


tant secretary, Joseph C. An- 
drews. 

Directors reelected are: Mr. 
Baldwin, Philip Corbin, Mr. 
Kimball, John B. Minor, Mr. 
Parsons, Andrew J. Sloper, 
Charles F. Smith, Mr. Spear, 


Morgan B. Brainard, Arthur P. 
Day, Wilbur F. Bryai and John 
P. Elton. 


RECEIVER WILL SELL 
UNION CHEST & CABINET 


By order of the district court 
of the United States for the 
Western District of New York, 
filed in Buffalo, N. Y., Kendall 
B. Castle, 910 Union Trust 
Building, Rochester, N. Y., as 
receiver for Union Chest & Cab- 
inet Corp., Rochester, N. Y., will 
offer at public auction the prop- 
erty and assets of the corpora- 
tion. The property offered, will 
be sold on the premises of the 
corporation, Hand St., Rochester, 
N. Y., and consists of tools, 
equipment, motors, machinery, 
stock, materials, business and all 
assets of every kind, excepting 
accounts receivable, real estate 
and chattels so affixed to the 
realty as to pass with the real 
estate. 

Application 


for confirmation 
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of sale will be made to the above 
mentioned court on April 11, 
1932, at 10 a. m., at the Federal 
Building, Buffalo, N. Y. Terms 
of sale, 25 per cent down at time 
of sale, in cash; balance before 
confirmation, or on such other 
terms as the court shall decree 
on confirmation. Harris, Beach, 
Folger, Bacon & Keating, 40 
Franklin Street, Rochester, N. 
Y., are solicitors for the receiver. 





MONTGOMERY WARD CO. 
WILL CHANGE SYSTEM 


Montgomery Ward & Co., Chi- 
cago, Ill., is reported to be plan- 
ning a new system, designed ito 
provide sufficient autonomy for 
the retail and mail order divi- 
sions, with their different oper- 
ating problems. 
regions, each with a sales 


all retail and mail order activi- 
ties in that region, each division 
being divided into regions. Each 
region will contain one or two 
mail order houses and eighty or 
more retail stores. Each region 
will have a regional retail man- 
ager and a regional mail order 
manager. 

The headquarters division 
will comprise three departments 
—operating, merchandising and 
financial and accounting. At a 
recent meeting Harry E. Hughes, 
former vice-president in charge 
of mail order, was made vice- 
president in charge of operations. 
David T. Webb was reelected 
vice-president in charge of mer- 
chandising, while W. G. Baum- 
hogger, former vice-president, in 
charge of retailing, was elected 
vice-president and will become 
regional manager for the Chi- 
cago, Ill., region. 





YOUNG MANAGES BRANCH 
FOR MARSHALL-WELLS 


George H. Young was recently 
appointed manager of the Port- 
land, Ore., branch of Marshall- 
Wells Co., Duluth, Minn. Mr. 
Young went with the company in 
1910 in Duluth as an order clerk, 
later going with the sales force. 
Subsequently he went to Port- 
land as manager of the paint de- 
partment, going from that de- 
partment to become sales man- 
ager at Portland, which position 
he held until his recent promo- 
tion. Jay Smith continues as 
vice-president in an advisory ca- 
pacity for the Pacific Coast 
branches. Herb. George has been 
appointed sales manager at Port- 
land. 

VOGUE CRAFT STUDIOS 

IN LARGER QUARTERS 


The Vogue Craft Studios, for- 
merly located at 350 North Wal- 
ler Avenue, Chicago, IIl., has 


There will be | 





moved to larger quarters at 462 
North Parkside Avenue, Chicago. 
New items are being added to the 
company’s line. 





NORTH JERSEY ASS’N 
HOLDS MONTHLY SESSION 


M. M.. Godschalk, Duluth 
Show Case Co., Duluth, Minn., 
and B. Fortuin, Display Material 
Co., New York City, were the 
speakers at the March meeting 
of the North Jersey Hardware & 
Supply Association. Mr. God- 
schalk spoke on the importance 
of using modern fixtures with 
properly displayed price cards. 
A general discussion followed the 


talks. 


BILTCHIK TALKS TO 
MANHATTAN ASS’N 


Isidore Biltchik, Bronx Hard- 
ware & Supply Co., New York 
City, spoke to the Manhattan & 
Bronx Hardware & Supply Deal- 
ers’ Association March meeting, 
telling of the experiences of his 
firm in the installation and op- 
eration of stock control. Presi- 
dent Jean Blair conducted the 
meeting, which included a ques- 
tion box discussion. 
CANADIAN JOBBER HAS 

MODERNIZED DEPTS. 


McLennan, McFeely & Prior, 
Ltd., Vancouver, B. C., Canada, 
wholesale iron, steel and hard- 
ware distributors, recently re- 
modeled its display rooms al 
Columbia Avenue and Cordova 


Street. A complete range of 
general hardware, ship chan- 
dlery, sporting goods, house- 


furnishings, electrical appliances, 
radios, cutlery and other lines is 
displayed in the rearranged show 
rooms. In a recent issue of The 
Sunset, the company’s house 
organ, offices and display rooms 
were illustrated and described. 

Other warehouses of the com- 
pany are also shown in the book- 
let. 


CONDIT STORE SOLD 


Casper Jensen has purchased 
the stock of the J. T. Condit 
hardware store, Westhope, N. D., 
at a sheriff’s sale. Mr. Jensen 
has reopened the store. 





R. M. WARR BUYS STORE 

Ray M. Warr, former man- 
ager, A. W. Warr & Son Hard- 
ware Co., Clayton, Ala., has pur- 
chased that business. 





CABOOL STORE BURNS 


Fire destroyed the stock of the 
Grave-Pettigrew Hardware Co., 
Cabool, Mo., part of the loss be- 
ing covered by insurance. 








F. R. PLUMB ADDRESSES 
HARDWARE BOOSTERS 
Fayette R. Plumb, president, 

Fayette R. Plumb, Inc., Philadel- 

phia, Pa., addressed the March 

26 meeting of the Hardware 

Boosters, held at the Hardware 





FAYETTE R. PLUMB 


Club, 253 Broadway, New York 
City. “Mistakes,” an editorial in 
the March 24 issue of Harpware 
AGE, was part of the text of Mr. 
Plumb’s address. Mr. Plumb 
held that the salesman can ruin 
or improve business today. He 
said that the price problem is the 
same in New York City as in 
other parts of the country, and 
that the public is gradually 
learning that it pays to buy high 
quality merchandise rather than 
goods having a price appeal. He 
urged looking upward instead of 
downward and advocated the 
pushing of the better grades of 
merchandise wherever possible. 

H. A. Cornell compared pres- 
ent banking and business prac- 
tices and conditions of today 
with those of several years back 
and recalled previous depres- 
sions, telling how some of the 
more conservative minded mer- 
chants had weathered previous 
similar periods, which, he pointed 
out, were part of a regular busi- 
ness cycle. A lively and inter- 
esting discussion followed the 
remarks of Mr. Cornell. 

President Roy Schmidt, Stan- 
ley Rule & Level Plant, New 
York office, conducted the busi- 
ness meeting, during which time 
reports of the secretary, treasurer 
and various committee chairmen 
were submitted. 


HATLEY, SALES MANAGER, 
FONES BROS. HARDWARE 


At a recent meeting of the 
board of directors, Fones Bros. 
Hardware Co., Little Rock, Ark., 
John Hatley was appointed as 
sales manager. Mr. Hatley en- 
tered the employ of Hope Hard- 
ware Co., Hope, Ark., in 1916. 
In 1923 he went with the Fones 
organization as a traveling sales- 
man. He is well known through- 
out the southern part of Arkan- 
sas. 
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A WEEKLY FEATURE 
OF HARDWARE AGE 





A trade digest of 
conditions affecting 
distribution of hard- 
ware and allied mer- 
chandise, gathered 
from trade areas of the 
entire country and pre- 
sented as a weekly fea- 
ture of Hardware Age. 
Mr. James interprets 
for hardware men, 
such basic factors as, 
crop outlook, freight 
car loadings, circula- 
tion of money, build- 
ing progress, employ- 
ment, etc. He also deals 
with specific price 
trends, demand for 
merchandise, shortages 
and future outlook as 
reflected by his study 
of the national hard- 
ware market situation. 











April 5, 1932. 
Trade Waits for Congress 


HE closing days of March seem 

to promise accord and action in 

Congress on tax legislation, and 
the end of the recent unfortunate and 
disturbing interruption to better busi- 
ness sentiment. The fine cooperation 
which put through the Glass-Steagall 
bill late in February brought an uplift 
of morale, which experienced a serious 
setback when the apparently settled 
sales tax program, to balance the bud- 
get, was abandoned on March 24. Since 
now a real, if somewhat radical, sub- 
stitute program has been evolved— 
largely based upon luxury taxes, there 
is hope that Congress will no longer 
stand as the chief deterrent to prog- 
ress in trade and investment. 

In the international exchange mar- 
ket, the quick fall of the dollar, in 
comparison to the leading European 
currencies, had about wiped out its 
previous gains since the helpful “in- 
flationary” steps taken in February. 
Europe’s alarm was real, in noting our 
tendency to “play” with the urgent 
necessity of balancing our 1932-33 
deficit. 

President Hoover has apparently 
scotched, by promise of veto, the plan 
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of certain congressional groups to au- 
thorize further loans to veterans equal 
to the remaining 50 per cent of the 
face value of the adjusted compensa 
tion certificates which mature in 1945. 
At this critical time, to contemplate 
making so heavy an extra draft upon 
the treasury would be unthinkable. 


Confidence in Banks Grows 


Since the halt in Congress now 
promises to be only temporary, there 
is hope that it may be too brief to seri- 
ously interrupt our banking and credit 
recovery, which has been gaining real 
impetus. Definite improvement in the 
condition of the banks themselves, and 
in public confidence in banks is re- 
ported by the federal reserve board in 
a report published March 26. The 
board attributed this improvement to 
the actual workings of the Reconstruc- 
tion Finance Corporation and of the 
federal reserve credit liberalization. 
The Reconstruction Corporation, up to 
March 26, had loaned $184,981,000 
aside from the $50,000,000 turned over 
to the Secretary of Agriculture for 
loans to farmers. Of this total, $126,- 
895,000 went to 587 banks and trust 
companies in forty-five states. Thirteen 
railroads were loaned $46,975,000 and 
thirteen insurance companies _ bor- 
rowed $5,613,000. 

Bank failures during the week com- 
mencing March 21 fell to the lowest 
level in months. Seven banks closed 
and six others reopened, according to 
figures compiled by the American Bank- 
er. Failures since the first of March 
have been, with the exception of Au- 
gust, 1929, the lowest of any month 
in the last four years. Failures since 
the start of the year were: January, 
372; February, 128, and March (to 
date), 31. 


Retail Hardware Gains Noted 


Although there was some increase 
in the volume of retail trade through- 
out the country during the last week 
of March, the seasonal advance was 
not quite up to expectations. 

Dun reports that while the heaviest 
sales of the week were recorded for 
Easter requirements in wearing ap- 
parel, shoes and dry goods, notable 


gains were made in the distribution 
totals on hardware, garden tools, farm 
implements, floor coverings, electrical 
refrigerators, vacuum cleaners and 
some furniture items. 

Complete figures compiled by the 
federal reserve board for the end of 
February show industrial production at 
70, compared with 71 in January and 
86 a year ago.. Department store sales 
were 79, against 98 a year ago. These 
figures do not mean that business is 
bad so much as they show that a cer- 
tain and rather large amount of money 
is being spent. 


Steel Activity and Prices 


There has been some criticism of the 
steel industry for its concerted move 
toward marking up prices, before gen- 
eral price deflation has spent itself. 
Many express the belief that these ad- 
vances are acting as a brake not only 
upon steel buying, but upon the pro- 
duction and demand of plants largely 
using steel in their processes. It is, of 
course, recognized that steel was more 
moderately advanced than most com- 
modities during the boom period, and 
consequently its mark-downs since 1929 
have been proportionately small. 

The large mail order importations of 
tonnage steel products, commencing 
many, months ago, and apparently in- 
creasing, make this an especially diffi- 
cult time to defend the determined 
holding of higher price programs by 
American steel interests. 

The Missouri river trade has been 
electrified by the effort of a large wire 
products mill in that area, to return 
business to the retail hardware stores, 
which had been drifting away under 
the temptation of radically cut mail 
order prices on barbed wire, nails, net- 
ting and fencing. The local plan re- 
ferred to contemplates sales, for cash 
in advance, to the farmer at the exact 
mail order prices, with a 5 per cent 
credit to the retailer for his coopera- 
tion in selling and collecting. 

Steel ingot production during the 
week ended March 26 was at slightly 
under 24 per cent of capacity, accord- 
ing to a compilation by Dow, Jones & 
Co. This compared with a shade un- 
der 25 per cent in the preceding week. 
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United States Steel is credited with a 
rate of 25 per cent, against 26 per 
cent in the previous week. 


Motor Car Announcements 


The new prices and new models of 
the three lowest-priced automobile 
manufacturers are at last uncovered. 
Steel and materials suppliers in gen- 
eral are breathing a sigh of relief that 
the “mystery” is over, and are hoping 
that a real activity in car sales and car 
production will now commence. 

February automobile production in 
the United States and Canada totaled 
122,890 units, against 123,075 in Jan- 
uary, 1932, and 229,811 in February, 
1931, the Department of Commerce re- 
ports. The first two months’ output this 
year was 245,965 cars, against 408,155 
for the like period of last year. 


Pertinent Paragraphs 


Nineteen hundred and thirty-one an- 
nual earnings reports received to date 
by the Standards Statistics Co. have 
brought the aggregate of comparable 
data to 1418 companies. Combined net 
income of these firms in 1931 amount- 
ed to $1,587,384,000, compared with 
$2,803,231,000 in 1930, a decline of 
43.4 per cent. The most favorable 
earnings performance occurred in the 
utilities group, which registered a re- 
duction from 1930 of only 6.5 per cent. 
Industrial earnings showed a decline 
of 56.9 per cent, while railroads re- 
ported an income drop of 77.7 per 
cent. 

Bank clearings for the week ending 
March 23 indicated some improvement 
in various sections of the country— 
particularly the Far West. The total 
for the 47 leading cities, however, was 
$5,110,772,000 as against $5,573,413,000 
last week. The decrease in New York 
City was responsible for most of this 
drop. 

An oil production program that pro- 
vides increased allowances for Kansas 
and Oklahoma, but reduces the produc- 
tions of Texas and California, has been 
recommended by the Oil States Advis- 
ory Committee. A total daily produc- 
tion of 2,373,000 barrels for all the 
states was recommended. This is a de- 
crease of 3000 barrels. The new 
schedule is to be effective April 1 to 
October 1. 

February railroad reports showed 
the net operating income of the first 
fifty-six roads was 27.2 per cent un- 
der a year ago. There was substan- 
tial improvement over January, when 
net of the same fifty-six roads was 66 
per cent below 1931. The Chicago & 
North Western Railway, for instance, 
had a net operating income of $181,- 
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641 last month, against a net operat- 
ing deficit of close to $275,000 in Jan- 
uary. Besides benefiting from de- 
creased pay rolls, many roads are feel- 
ing the benefits of the increased freight 
rates. 

Applications for free government 
wheat to be ground into enough flour 
to feed 3,696,000 persons have been 
approved by the Red Cross. These ap- 
plications came from 907 local chapters 
and call for 681,670 barrels of flour. 
This will care for 821,334 families for 
ninety days. 

Stocks of wheat in interior mills and 
elevators on March 1 were estimated by 
the Agriculture Department today at 
74,601,000 bushels. This compares with 
83,205,000 a year ago and 101,149,000 
on March 1, 1930. 

The oversupply of livestock and con- 
sequent lower meat prices are encour- 
aging meat consumption, the consump- 
tion for the last year in the United 
States exceeding 1931 by 163,000,000 
pounds. In spite of hard times, Amer- 
icans are eating 133 pounds of meat 
each in the twelve months. For the 
first time in many years fresh meat is 
within reach of the smallest income. _ 

Carloadings for the week ended 
March 19 totaled 584,634 cars, an in- 
crease of approximately 9000 cars from 
the previous week. The corresponding 
week of 1931 showed 741,253 loadings. 

Employment in manufacturing indus- 
tries in Massachusetts increased 4.8 per 
cent in February over January. Pay- 
rolls increased 6.3 per cent over Janu- 
ary, and the average weekly earnings 
per person rose 1.4 per cent. Ten of 
eleven industrial districts in Connecti- 
cut surveyed by the United States Em- 
ployment Service reported improvement 
during February. 


Hardware Notes of the Week 


With the expiration of first quarter 
contracts, the advanced quotation to 
wholesalers announced by the bolt and 
nut makers late in February, goes into 
full effect. Old concessions made by 
jobbers to the trade in certain mar- 
kets are gradually disappearing, and 
an average new market quotation of 
70 per cent discount is appearing in 
various jobbing centers. 

The reduction, averaging 2 cents per 
pound, announced last week on all 
leading brands of manila and sisal 
rope, brings the basing price on No. 1 
manila, three strand, at eastern job- 
bing points to 1414 cents per pound, 
instead of 161% cents. No. 2 manila is 
offered at 121% cents, base, and No. 1 
sisal is correspondingly quoted at 914 
cents. This strong mark-down of prices 
will probably result in the manufac- 





turers offering now only the No. 1 and 
No. 2 grades of manila rope, rather 
than the three grades heretofore com- 
mon. The troublesome import and 
prison competition can be met fairly 
well by use of the new prices on No. 
2 rope. 

Sales are gaining real impetus this 
week on garden and lawn supplies, 
and particularly on garden hose. Deal- 
ers are offered choice of reduced values 
on several qualities, including the pop- 
ular-selling competition grade, priced 
to meet the mail-order leaders. 

From several sources comes comment 
about the growth in sales of table and 
indoor games and of playing cards, be- 
cause of the increasing army of stay- 
at-homes. This not only suggests to 
the alert retailer the featuring of 
amusement items of this sort, but the 
general fostering of sales of all house- 
hold supplies and decorative materials. 
If the times are perforce winning the 
American public back to the home, as 
the best place to spend spare time—the 
needs of the home are more likely to 
be noted and supplied. 

There is some early movement of 
electric fans, apparently due to the re- 
membered~ famine of last summer. 
Among the values available are a com- 
petitive 8-inch four-blade fan, which 
the dealer can retail at $4, non-oscil- 
lating, or at $5.25 each with oscil- 
lator. 

Poultry fencing and netting are sell- 
ing freely, and the demand for light 
painted angle or tee fence posts is un- 
usually active. These posts are avail- 
able to the trade this season at very 
low cost, enabling the meeting of mail 
order prices, but with a close margin. 

A new item in growing demand in 
towns and cities is the 24% or 3-foot 
steel post, retailing for about 25 cents, 
to carry a temporary fence or strand 
of wire, for protecting lawns, flower 
beds, or seeded garden areas. 

Prepared roofing, even after the re- 
cent partial recovery in price from the 
January lows, is considered attractive 
in value, and sales are holding almost 
as good a pace as before the advance. 
A large volume of roofing repair work 
is looked for during the next two 
months. 

Stocks of chain over the country are 
reported very low, and the prospects 
for new business brighter than for sev- 
eral months. Seasonable selling is at 
hand on miscellaneous farm chains 
and tie-out chains. Manufacturers 
have just advanced prices about 10 per 
cent on tie-outs, which may presage an 
upward trend on other items. 
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» THE ONLY SHOT THAT COUNTS IS THE SHOT THAT HITS |_4 








HATS OFF TO JAS. H. MCMULLEN 


Here’s one to test your ingenuity. You all know 
that an attractive window display will sell goods, 
but you'll have to go some to beat this one, de- 
signed and built by Jas. H. McMullen, son of 
Ed McMullen, hardware merchant of York, 
Nebraska. 

You will notice by comparing the two photo- 
graphs that the figure swings with the duck. 
Then, when he is supposed to pull the trigger, 
the shot appear as white spots on the back- 
ground. The device is operated by a concealed 
motor. 

The figure is carved out of wood and the hair 
is made of combed sisal rope. It is exceedingly 


life-like, and you may be sure that it caused a 
sensation in York. 

| want to congratulate Mr. McMullen on this 
remarkable display. Naturally, I’m glad to see 
so much Kleanbore in it. It offers another 
example of the fact that live merchants con- 
centrate on Kleanbore. That’s why sales of 
Kleanbore go ahead when sales of other brands 
decrease. That’s why more Kleanbore .22’s are 
sold than all other makes combined. 

Your jobber has Kleanbore-shot shells and 


metallic ammunition. 
Don’t submit to sub- A Aarne 
stitution. PRESIDENT 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition and Cutlery 


© 1932 R. A. Co 





The Greatest Value Ever Offered—The Remington Standard American Dollar Pocket Knife 
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Why not let 
Duluth help you 
to make your 
business better— 


(are 


Some folks figure that the 
stories we tell about helping 
hardware merchants to get 
more profit out of their busi- 
ness are just too good to be 
true. 

We don’t blame them in the 
face of present conditions but 
really we have the proof to 
back up these stories. 

It’s because we've helped so 
many that we feel we might 
help some more. 

Let us help you with your 
sales problems. 


Write for Catalog of Complete Line 


DYVLVIH 


OULUTH SHOW CASE CO, DULUTH, MINN 


Merchandising 
Installation 


Business Analysis 
Store Planning 
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IN CHICAGO 


the BISMARCK is nearest to the Merchan- 
dise Mart and the wholesale district . . . 
on Lasalle Street, the financial center . . . 
the theatre district . . . and close to the 
State Street Stores. 





Large, light rooms . . . super-comfort beds 

. soft water for your bath. . . silent 
mail signal in each room . . . four distinc- 
tive dining rooms . . . nationally known for 
Good Food. Write for booklet with down- 
town map. 


Rooms with bath, $3.50. $4.00, $4.50, 


$5.00 and $6.00 
Rooms without bath, $2.50 


BISMARCK 


HOTEL CHICAGO 
| RANDOLPH AT LASALLE | 
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House Approves 10% Tax 
On Sporting Goods 
(From Our Washington Bureau) 


A tax of 10 per cent on sporting 
goods was put into the 1932 revenue 
bill in the House of Representatives 
last week. With hundreds of other 
amendments that were rushed through 
with dizzy speed, it was attached to 
the measure in an eleventh hour drive 
of the Ways and Means Committee in 
its desperate effort to find a means of 
balancing the budget. Operating under 
a rigid gag rule, there was hardly any 
opportunity to offer objections to the 
amendments. At one point amendments 
were adopted so fast that it is actually 
true the Ways and Means Committee 
ran out of textual matter and had to 
speedily draft amendments in shape for 
passage through the legislative hopper. 

It was under these circumstances that 
sporting goods and many other items 
were jammed into an amendment and 
passed. It is estimated that the tax 
of 10 per cent will raise $4,000,000 in 
revenue. This compares with an esti- 
mate of $900,000 that the sporting 
goods indugtry would have had to pay 
under the proposed manufacturers’ 
sales tax of 2.25 per cent. This tax 
became the object of one of the most 
determined and tumultuous revolts in 
the history of Congress and was de- 
feated overwhelmingly by a House 
which one member described accurate- 
ly as a mob, heedless of pleas of lead. 
ers, fairness of the tax, and all other, 
save political consideration. 

Sporting goods are not defined in 
the bill, but their classification. is well 
known, including as it does firearms 
and ammunition for sporting purposes, 
golf, baseball and fishing equipment. 
The proposed tax has come just as the 
season for the sale of these lines has 
opened, and it is a question as to what 
effect the tax, if finally adopted, may 
have toward slowing up trade and mak- 
ing sharp price increases necessary. 
For it is taken as a matter of course 
manufacturers will have to pass the 
tax on to retailers and the latter on to 
consumers. ; 

The bill still faces the Senate. It 
is not possible to say what may be the 
action of the Senate Finance Commit- 
tee, which gives it consideration before 
reporting it to the Senate. It is known 
that some members of the Senate com- 
mittee share the country-wide opinion 
that the House has made a mess of the 
revenue program, and it may change 
the bill greatly. It is not thought, how- 
ever, that even though it may favor the 
plan, that the Senate committee will at. 
tempt to restore the sales tax to replace 
the many nuisance taxes carried in the 
House bill. The House plainly would 


again reject the sales tax, and since 
Congress wants to get away from 
Washington for the campaign, the Sen- 
ate may be in a conciliatory attitude 
and seek the easiest and quickest way 
out by following the House bill to a 
large extent. 

Abandonment of the sales tax at 
least does remove direct taxes from 
the hardware and other manufacturing 
industries. Nevertheless practically all 
industries appeared to be prepared to 
accept the tax as the most equitable 
proposed, and also as the best means 
of raising the highly coveted revenue 
for a sadly depleted Federal Treasury. 





Bright Spots in 
the Business Outlook 


Building permits for February show 
that the following cities had higher 
permits than for the same month last 
year: Cincinnati, Fort Wayne, Biloxi, 
Long Beach, Austin, Memphis, Jack- 
sonville and San Jose. This group of 
cities exceeded the February, 1930, 
showing: San Francisco, Fort Wayne, 
Washington, D. C., Biloxi, Austin, Jack- 
sonville and San Jose. 


- Se = = 


In less than three weeks jobs have 
been secured for 23,850 men in New 
York in the United Action Drive; 
23,353 in Minnesota; 17,696 in Penn- 
sylvania; and 16,394 in Wisconsin— 
for a grand total of 237,000 through- 
out the country. 

* *% % 


Rubber consumption by American 
manufacturers in February increased 
7.3 per cent from January, the increase 
being contrary to a usual seasonal de- 
cline of 3.5 per cent. 

* *% * 


Norge refrigerators are continuing 
the steady gains registered last year. 
February sales were 20 per cent greater 
than last year. February shipments of 
the Leonard division of Kelvinator were 
56 per cent above January and 129 
per cent ahead of last year. 

* *% * 


Illinois’ highway program will em- 
ploy approximately 30,000 to 35,000 
men throughout the construction sea- 
son. 

*% * *% 

Buick Motor Company is spending 
$1,000,000 in the next 60 days on an 
advertising campaign for its $995 
model. 

* * *% 

Heavy’engineering contracts awarded 
for the week ended March 12 increased 
$3,530,000 over the preceding week. 
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Who Makes It? 


Selected queries from many received by Hardware Age 


MILWAUKEE, Wis.: Where can re- 
pairs for Lenox lawnmowers be ob- 
tained ?—L. M. Thomae. 

ANSWER: Chadborn & Coldwell 
Mfg. Co., Newburgh, N. Y. 


*% * * 


EscaNaBA, Micu.: Furnish names 
and addresses of several manufac- 
turers of potato peelers of the type 
that are operated by turning a han- 
dle.—Ervin Paulin. 

ANSWER: Imperial Machine & 
Foundry Corp., 225 W. 34th St., New 
York, N. Y.; Josiah Austice & Co., 
99 Humboldt St., Rochester, N. Y.; 
and Reynolds Electric Co., 2646 W. 
Congress St., Chicago, III. 


* * * 


PertH Ampoy, N. J.: Who makes 
stick bluing which is used by peel: 
ing the paper from the stick and 
swishing it around in the water?— 


Wm. H. McCormick & Sons, Inc. 
ANSWER: John Diamond’s Sons, 


Lansdowne, Pa.; Diamond, McDon- 


nell Co., 409 W. 4th St., Philadel- 
phia, Pa., and Cobb Mfg. Co., Rich- 
mond, Va. ; 


* * * 


NORTHAMPTON, Mass.: Provide 
address of the Boye Needle Co.— 
Hampshire Hardware Co. 

ANSWER: Boye Needle Co., 4343 
Ravenswood Ave., Chicago, IIl. 


* * * 


WILLIMANTIC, Conn.: Advise the 
correct street address of the Con- 
solidated Tool Works, New York 
City.—The Hurley Grant Co. 

ANSWER: 509 Madison Ave. 


* * * 


Mayrwoop, N. J.: Who makes a 
vise bearing a trade mark consisting 
of the letter T in a circle?—K. A. 
Lewandosky. 

ANSWER: Toledo Pipe Threading 
Machine Co., Toledo, Ohio. 


* * * 


Hupson, N. Y.: When can grilles 
for screen door panels constructed 
of 14 in. No. 18 Expanded Steelcrete 
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be obtained?-—J. C. Rogerson & Co. 


ANSWER: Consolidated Expanded 
Metal Co., Wheeling, W. Va. 


* * %* 


Wicuita Fatuis, Texas: Furnish 
names and ddresses of several manu- 
facturers of ink _bottles—Noble- 
Little Hardware Co. 

ANSWER: Hazel-Atlas Glass Co., 
Wheeling, W. Va.; Owens-Illinois 
Glass Co., Toledo, Ohio, and Whit- 
all-Tatum Co., 410 Race St., Phila- 
delphia, Pa. 


CampeEN, N. J.: Who makes Para- 
mount aluminum ware?—A. Wey- 
land & Son. 

ANSWER: Enterprise Aluminum 
Co., Massillon, Ohio. 


* * * 


Linpsay, OnT., CANADA: where can 
we buy small hexagon or fillister 
head machine screws for model mak- 
ing in sizes 0-80, 2-5-6, ete.?—Mc. 
Lennan’s, Ltd. 

ANSWER: American Screw Co., 
Providence, R. I.; Continental Screw 
Works, New Bedford, Mass.; Corbin 
Screw Corp., New Britain, Conn., 
and Reed & Prince Mfg. Co., Worces- 
ter, Mass. 


* * * 


PHOENIXVILLE. Pa.: Who makes 
Vixen files?—Keinard Bros. 

ANSWER: Heller Bros., 879 Mt. 
Prospect Ave., Newark, N. J. 


* * * 


Winnssoro, S. C.: Where can re- 
pairs for Roderick Lean farm im- 
plements be secured ?—S. F. Castles. 

ANSWER: Roderick Lean Div., 
Farm Tools, Inc., Mansfield, Ohio. 


* * * 


Port Wasuincton, L. IL, N. Y.: 
Who makes the Aladdin kerosene 
lamp?—A. N. Stevenson. 

ANSWER: Mantle Lamp Company 
of America, 601 W. Lake St., Chi- 


cago, Ill. 




















Here’s a 
Small Tool 


Profit Maxim: 


CONCENTRATE ON A FULL 
LINE THAT OFFERS FULL 
VALUE IN EVERY PRICE 
RANGE. 


The Vichek punch and chisel 
line embraces every market 
need. You’re ready for the 
quality and price buyer alike 
with full value items in every 
price range. And you serve 
them all from a minimum in- 
ventory stripped of all surplus 
and duplications. 


The Vichek Tool Company 
3006 East 87th Street, Cleveland, Ohio 


Wrenches, Screw Drivers, Hammers, 
Chisels, Pliers 
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AKE graphite forms a | 
protective layer prevent- 
ing metallic contact. This 


is the basic reason for the long 
wear and freedom from trouble 
when bearings are _ lubricated 
with DIXON’S Graphite Grease. 


By keeping bearings supplied 
with this lubricant, their life is 
extended indefinitely, adjust- 
ments being necessary only after 
long periods of service. A graph- 
ite-polished bearing surface re- 
duces friction to a minimum. 


DIXON supplies Graphite Cup 
Grease in six degrees of hard- 
ness. Tell us the conditions and 
we'll advise which DIXON Prod- 
uct to use for better service. 


Motors Compressors 
Stokers Machine Tools 
Line Shafts Conveyors 
Pumps Fans 

Engines 





a I 
Joseph Dixon Crucible Company 


New Jersey 


DIXON SERVICE 


Jersey City 
104 YEARS OF 














**Rochester”’ Lawn 
Edge Trimmer 


Lists at 75c. each. F. A. 
Smith Mfg. Co., Rochester, 
N. Y., states that it is easily 
operated. Cuts away, in a 
straight line, the grass which 
grows over the _ sidewalk 
edge, leaving a 
small narrow 
trench between 
walk and lawn. 












U. S. Three Piece Refrigerator 
Set and Beverage Container 

Made by United States Stamping Co., Moundsville, W. Va. 
Enameled refrigerator set consists of two small and one 
large pan, each with cover, available in triple coated white 
enamel, ivory with green trim and spray green with black 








trim. Dishes are for butter, lard, bacon fat, dried fruit and 
leftovers. Convenient for reheating foods. Cover of each pan 
has an attractive label. Suggested retail selling price for 
set, $1. Enameled beverage container available in three 
sizes; 24 quarts, 32 quarts and 40 quarts. Produced from 
heavy steel, finished in durable acid proof blue speckled 
enamel. Equipped with unique faucet, and cover. Bottles 
can be filled direct from faucet. 





Stewart-Warner Offers 
Electric Refrigerators 


In three standard models, list- 
ing from $148.50 up. Apartment 
model, 4.3 cu. ft. capacity, 40 
large size ice cubes, 8 stage cold 
control. Has extra heavy 2% 
inch insulation. Durable white 
lacquer exterior, porcelain in- 
terior, two tone extra strong 
hinges and positive locking door 
catch. Height, 514% inches: 
width, 24 inches, and depth, 25 
inches. Uses standard SO2 re- 
frigerant. Motor is said to be noiseless and vibrationless. 
I{as latest design open type unit. Town house model, 5.7 
cu. ft. capacity, 60 large size ice cubes, 3 inch insulation. 
Height, 60 inches; width, 28 inches; depth, 2344 inches. 
Other features same as in apartment model. White House * 
model, 7.1 cu. ft. capacity, 60 large size ice cubes, extra 
heavy 3 inch insulation. Height, 61 inches; width, 32 inches, 
and depth, 2344 inches. Other features same as Apartment 
model. Refrigeration Division, Stewart-Warner Corp., 1826 
Diversey Parkway, Chicago, II. 
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Advantages of Credit and 
Cash Businesses Are 
Compared 


Some of the obvious advantages of 
selling strictly for cash as well as for 
conducting a retail business on a credit 
basis are outlined in Better Retailing, 
a handbook for merchants. Some of 
the advantages of a strictly cash and 
a credit business are listed as follows: 


Advantages of Strictly Cash 


Gets the money when the sale is 
made. 

Does not tie up capital. 

Saves interest on borrowed money. 

Provides cash for current operating 
expenses. 

Reduces bookkeeping expense. 

Saves collection expense. 

Avoids bad debt losses. 

Avoids arguments and loss of trade 
through disputes. 

Prevents forgetting to 
amounts. 

Fewer goods are returned. 


charge 


Advantages of Credit Business 


Attracts a better class of trade. 

“Cash customers are everybody’s cus- 
tomers, while credit customers are cus- 
tomers of record.” 

Price does not restrict sales. 

Buying is more convenient for cus- 
tomers. 

Goods can be sent on approval and 
adjustments made easier. 

Displays and suggestions sell goods 
quicker. : 

Casual buyers and shoppers can be 
won as regular customers. 

Charge customers are usually more 
interested in quality merchandise. 

Credit customers usually buy more. 

Volume can often be increased. 





Sears, Roebuck Sales 
Show Decline of 19% 


Sales of Sears, Roebuck & Co. for 
the four weeks ended March 26 were 
$18,999,087, compared with $23,452,- 
767 for the same period of last year, 
a decline of 19 per cent. Sales for 
the 12 weeks ended March 26 were 
$57,655,175, against $70,031,267 for the 
comparable period of 1931, a drop of 
17.7 per cent. 





Flax and Hemp Twine 
Simplification Being Sub- 
mitted for Approval 


The simplified practice recommenda- 
tion covering flax and hemp twine has 
been mailed to all interests in the in- 
dustry by the division of simplified 
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practice of the Bureau of Standards 
for their consideration and written ap- 
proval. 

The recommendation provides for 
numbers, ply, yardage, put-ups and 
constructions of fine finished and fine 
unfinished hemp twine, and fine unfin 
ished flax twine. 

A standing committee to sponsor the 
recommendation composed of repre- 
sentatives of all elements in the indus- 
try was authorized by the conference. 

The recommendation will become 
effective one month following the De- 
partment’s announcement that the re- 
quired degree of support has been 
received. 





Price Reductions Announced 
On Kelvinator Refrigerators 


Price reductions on all seventeen Kel- 
vinator domestic refrigerator models as 
well as on commercial units were an- 
nounced on March 29 by George W. 
Mason, president, who issued the fol- 
lowing statement: “It is anticipated 
that the new prices will stimulate busi- 
ness, and we believe that the reduc- 
tions not only will increase sales in 
our present field, but that a large new 
field of buyers will be found for the 
iower priced models.” 

The reductions range upward to $100 
on the larger units and have been made 
in line with the lower price trend in 
the refrigeration industry. 





Substantial Reductions 
Effective on Myers Pumps 
and Water Systems 


The F. E. Myers & Bro. Co., Ash- 
land, Ohio, has announced substan- 
tially lower prices on the extensive 
line of pumps and water systems man- 
ufactured by the company. The re- 
ductions became effective on March 15 
and are covered in the Myers Price 
List and Discount Sheet No. 64, which 
has been mailed to dealers and dis- 
tributors. 

In connection with the reduction the 
company points out that prices on the 
line have been continually lowered 
since 1924 and that present prices are 
believed to have reached bottom. The 
company also emphasizes the fact that 
despite the declining price trend on 
their products during the past eight 
years they have been greatly improved. 
In commenting upon this, the company 
says that today’s purchaser of a Myers 
water system gets fully 50 per cent 
more value in workmanship, construc- 
tion and performance than he did 
eight years ago—and for just about 
half the money. 














Sell 


THE BLADES 
THAT SELL 


themselves 
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There are cheaper 

blades than the ones 

in the plaid box — 
cheaper in first cost, but 
when you figure on per- 
formance and uniformity, 
Lenox hacksaws more than 
hold their own. 


Test them any way you wish— 
in comparison with others at any 
price. Cut for cut, blade for 
blade, dollar for dollar, Lenox 
quality and uniformity are cheap- 
est in the end. 


Lenox blades are bought on per- 















formance—ordered and re- 
ordered because they stand the 
test. Sell your trade “The 
Blade in the Plaid Box.” 


LENOX 


HACK SAWS 
BAND SAWS 


American Saw & 
Manufacturing 
Company 
Springfield 
Mass. 
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CPCTOGEING 
—~ 


FEATURES 


J One cut-open “Secret Service” Pad- 

free: lock on beautiful steel counter stand 

with four-color display background 

No. 1 above). Shows every “ t Service” 

eature that made it a gold medal winner. 

Not for resale, but a magnet for interest and 
an unsurp sales demonstrator. 


J Master’s newest achievement —one 

© solid brass ‘Secret Service” No. 2 
(retailing for $2). The last word in pad- 

lock —— weather-proofing and ras 
beauty. Mounted on steel counter i 
x with brilliant four color back- 
ground (No. 2 above). 
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_ ££ 
Price Price 

Ya Dozen “Secret Service” 
eis. cn, 06nd 4600 
Free—One only solid brass 
nS weak geen 
ig ma ma (Demon 
display stand . No. Ton FREE _strator) 

$4.00 $8.00 


MASTER LOCK COMPANY, Milwaukee, Wis. 
World’s Largest Exclusive Padlock Manufacturers 





Ask your jobber Sor MASTER 


Gold Medal Special ne4 
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Soda in a Hardware Store 
(Continued from page 23) 


much hardware store merchan- 
dise as have the luncheon cus- 
tomers, yet we estimate that the 
presence of the post office has in- 
creased sales from fifteen to 
twenty per cent in light table-dis- 
played merchandise. The post 
office has, however, brought in 
hundreds of people from the 
neighborhood who previously 
had not been in the store. Next 
December we shall know better 
how to profit from the post of- 
fice traffic and already have our 
merchandise _ buying 


planned. 


well 


“There is a little side income 
in our parcel wrapping depart- 
ment which comes from the post 
office patrons. We charge from 


ten cents to twenty-five cents for 
wrapping a parcel and wrap on 
the average one dozen per day. 
During December, of course, the 
number was much larger than 
that. 

Strongly Recommends 

Lunch Counter 

“IT am ready to recommend 
very strongly the soda fountain 
and lunch.counter idea. I would 
recommend the post office idea 
also, but realize that that applies 
only to the few, while the foun- 
tain idea could apply to the 
many. I would advise, however, 
that the department either be 
leased out or that a skilled cafe 
and fountain manager be em- 
ployed to take charge.” 





United States Exports of Hardware and Allied Products 


General Hand 
Year *Total Hardware’ Tools 
1910 $20,838,490 $6,561,153 $7,599,286 


1911 25,744,415 7,759,509 9,305,304 
1912 27,156,032 5,708,223 11,901,818 
1913 31,449,274 6,310,462 12,669,370 
1914 28,378,522 6,032,279 11,222,159 
1915 = 21,018,512 4,295,584 7,529,101 
1916 37,063,590 6,514,602 14,774,674 
1917 =52,732,264 7,676,121 22,509,249 
1918+ 57,408,833 7,220,885 22,829,782 
1918¢ 25,730,598 3,325,147 10,094,954 
1919 82,640,577 11,680,885 32,803,899 
1920 104,536,233 17,474,824 35,453,501 
1921 52,196,616 7,969,427 18,332,005 
1922 42,072,660 6,892,331 11,713,242 
1923 54,697,200 10,008,874 17,820,933 
1924 60,038,814 9,447,336 17,797,894 
1925 68,523,768 9,593,121 20,261,120 
1926 65,267,361 9,639,782 19,397,897 
1927 63,777,394 8,583,959 19,023,830 
1928 73,361,008 9,173,747 21,212,674 
1929 74,164,466 10,806,245 20,268,435 
1930 56,098,695 7,976,049 14,356,190 

31,668,190 4,073,796 8,075,073 


Nores: *Includes earthenware plumbing 
goods: abrasives; cutlery; general hard- 
ware; porcelain plumbing goods; enam- 
elled ware; boilers, radiators, and other 
heating equipment for domestic use ; tools: 
safes: scales and balances; lamps and 
illuminating devices, other than electric; 
and flypaper. 

+The years from 1910 to 1918 inclusive 
are fiscal years ending on June 30 of the 
year indicatea. Other years are calendar 
years. 


tThis is the six-month period from July 
1 to Dec. 31, 1918. 
§Preliminary figures subject to revision. 


Business Organizations To 
Provide Marketing Data 


(From Our Washington Bureau) 

Plans have been completed whereby 
the Department of Commerce, the 
United States Chamber of Commerce 
and the National Association of Com- 
mercial Organization Secretaries will 
cooperate in a far-reaching movement 
to help busin@éss men of the country to 
combat their problems through the 
more widespread application of prac- 
tical merchandising facts. The two na- 
tional business groups represent the 
interests of chambers of commerce 
throughout the country, and it is de- 
signed to enable these local organiza- 
tions to equip themselves with an es- 
tablished marketing information ser- 
vice for extension to individual mer- 
chants and manufacturers in their com- 
munities. 

In carrying out the program, the co- 
operating chambers of commerce wil! 
set up files of current merchandising 
information modeled upon those now 
maintained in the district offices of the 
Bureau of Foreign and Domestic Com- 
merce. This material will be available 
for consultation by local merchants and 
manufacturers as an aid in solving their 
practical marketing difficulties. 
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What Is a Hardware Retailer? 


(Continued from page 25) 


ered by a trucking company with 
whom he had a special arrange- 
He kept no books. He 
inventory. He 


ment. 
never took an 
had two empty nail kegs, and in 
one of these he deposited unpaid 
bills, and in the other bills that 
were paid. When he had a num- 
ber of bills to pay he got them 
all together, went to the bank, 
and sent his remittances, of 
course, taking his 
When he sold goods on credit, he 
made an entry in an alphabeti- 
cally arranged book on his desk. 
When a customer paid, he 
checked up the charge and 
marked the date and the amount 
of the payment in this book. 


discounts. 


No Lost Motion 


He never bought goods in the 
daytime. All of his buying was 
done in the evening. When he 
was not waiting on trade during 
the day he was working in the 
There was never any lost 
in that business, either 
He made 


shop. 

motion 
downstairs or up. 
money, and as his bank accounts 
increased he bought more hard- 
soon had a _ pretty 
good stock. After a while he 
moved to a store on the main 
street of the town. He hired a 
clerk and he bought a horse and 
delivery wagon. While, of 
course, it was now necessary for 


ware. He 


him to keep more accounts, he 
never kept a regular set of books. 
He didn’t know what a trial bal- 
ance or a balance sheet was. He 
had never heard of a budget. 
After a while he hired one tin- 
ner, and then other tinners. He 
had quite a metal department in 
the back of the store. He devel- 
oped with his business, but one 
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thing he never changed. He 
never would buy goods in the 


daytime. He said he could not 
afford to waste good day- 
light buying goods. If a sales- 


man could not wait until after 
supper, he let him go. 


Greets All Customers 


This man was always near his 
front door, and greeted every 
customer who came in. He was 
an excellent executive, and by 
that I mean he kept close track 
of the work of every employee 
he had. As Benjamin Franklin 
remarked: “The eye of the mas- 
ter can do more work than both 
his hands.” After a while he 
had a cash balance larger than he 
could use in his business. He 
made investments in real estate. 
He preferred corners. In ten 
years he was worth $100,000, 
sold out, and spent the rest of his 
years investing in real estate. He 
died a rich man. He frequently 
said to me that the only invest- 
ments he cared anything about 
were good hardware and good 
real estate. I never heard of his 
buying any stocks or bonds of 
any kind whatever. 

I look back upon this retailer 
as the best merchant I have ever 
known, because, without educa- 
tion, without opportunity, by 
hard work and common sense he 
became a success. 

In passing, let me say that he 
became a thorn in the sides of 
some of the other large retail 
hardware merchants in this town. 
He opened for business too early 
in the morning. He kept his 
store open too late at night. As 
a matter of fact, I had difficulty 
on account of him in holding the 
trade of some of the other 
dealers. 
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ARMSTRONG BROS.” 
it’s a Better Pipe Cutter 
er a Better Cutter Wheel 


ARMSTRONG BROS. make “Barnes Type” 
and “Saunders Type” Pipe Cutters, bu! they 
make them in the Arm-and-Hammer way 
with: Bodies of Certified Malleable iron, 
Hardened Tool Steel Pins and Rollers, with 
hardened steel blocks embedded in the 
swinging arms for the thrust rod to bear on. 


The ARMSTRONG BROS. Heavy Duty Pipe 
Cutter has, in all, 14 improved features. 
ARMSTRONG BROS. Knife Blade Cutter 
Wheels are thin, penetrating. They cut 
faster, easier. Made of special alloy steel, 
they hold their keen edge. 


These improved Pipe Cutters sell readily, in 
the face of the toughest competition. They 
are above price. They bear the Arm: and- 
Hammer Trade Mark—the recognized mark 
of the “Better Pipe Tools.” 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 


314 ~ Francisco Ave., Chicago, U.S.A. 






Write for Catalog B-27, 
176 pages of Quality Tools 
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TOMORROW 
SHOWS ITS HAND 





Strikingly original in its appearance, advanced in its 
ideas . . . this new, free Stainless Booklet is a captivat- 
ing portrayal of Stainless Progress. It traces the his- 
tory and predicts the future of steel products . . . Every 
chapter is an intimate, specialized discussion of a 
particular field. Product design, Metal fabrication, 
Building, Hardware, Sports, Home and other markets 
for “Stainless” are interestingly analyzed and beauti- 
fully illustrated. This booklet will prove valuable to 
any one interested in corrosion-resistance. Genuine 
Stainless Steel is manufactured only under the patents 
of American Stainless Steel Company, Commonwealth 
Building, Pittsburgh, Pa. Write for this booklet today. 


Fill out coupon and mail it today. Your 
copy of "Forward with Stainless” will be 
sent to you without cost or obligation. 


Fan 
une STAINLESS STEEL 


ae Stainless Steel Co. « Commonwealth Building « Pittsburgh, Ps. <¢ 
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Moore Embossed Numbered 
Brass Screen Tacks 


Numbered in sets of two tacks 
each of fifteen numbers. Sets as 
follows: 1-15, 16-30, 31-45, 46-60, 
61-75 and 76-90. Mounted on a 
cellophane wrapped board. May 
also be used to advantage on storm 
doors, furniture, drawers, shelves, 
bins, chairs, etc. Moore Push-Pin 
Co., 113 Berkley St., Philadelphia, 
Pa., states that these raised num- 
bers are always plainly seen, even 
when painted several times. 
































Yale Padlock 
Display Board 

Illustrated measures 11 inches 
by 22 inches and is finished in 
bright orange Duco. Attractively 
arranged on board are twelve 
Yale padlocks of varying sizes 
and styles. Assortment covers 
wide range of padlock utility and 
an extensive price range, ranging 
from suggested prices of 15c. to 
$1. Some of the padlocks are of 
recent design and several are 
in the new satin cadmium finish 
offered by The Yale & Towne 
Mfg. Co., Stamford, Conn. ~The 
No. 364 combination padlock re- 
cently developed is also included 
on the board. 








Westinghouse Mazda Photoflood Lamp - 


Has an A-2] inside frosted bulb, an overall length of 
9 15/16 inches, a medium screw base, and is designed for 
105 to 125 volt service. List price, 35c. Particularly suited 
as a companion lamp to the Photoflash lamp for taking still 
pictures and is a convenient and powerful light source for 
taking home movies. Can be placed in any house lighting 
socket or fixture, the lamp shades acting as reflectors, but for 
best results photographic reflector equipment is recommended. 
Due to high operating temperature of filament, the Mazda 
Photoflood lamp has a short life, averaging 120 minutes at 115 
volts. Approximately 3,000 feet of 16 mm. motion pictures 
at normal speed can be made during the life of one lamp. 
The Westinghouse Lamp Co., 150 Broadway, New York City. 








Purette Electric 
Air Filter 


Is a device that draws the 
vapors from the toilet bowl 
and passes them through a 
filtering process, thus totally 
eliminating all odor, says 
The Permanent Electric Co., 
Cleveland, Ohio. The maker 
states that Purette does not 
attempt to kill odor by mix- 
ing other odors but that it 
actually cleans the air which passes through it. It is a com- 
plete air conditioning plant in miniature. Plugs into an elec- 
tric light socket. Suggested retail selling price, $16.50. 
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Burgess Focusing Lanterns 

Offered in two sizes: Small, 2 x 4 
x 4% in., and large, 24% x 5 x 534 in. 
The small or FL14 requires four No. 
1 Uni-cel flashlight batteries. No. FL24, 
using four No. 2 Uni-cels and is said 
to have a focusing beam of 600 feet. 
The smaller model is said to be capable 
of throwing a bright 300 foot beam of 
light. Standard packages, both models, 
ten lanterns, less batteries. List prices respectively $1 and 
$1.50 each. Dealer cost 65c. and $1 each respectively. Burgess 
Battery Co., Freeport, Ill. 
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Wizard Gas 
Tank Lock 


Made of die cast aluminum, 
highly polished, rust proof. 
Lock latches made of solid 
brass, equipped with Briggs 
and Stratton cylinder lock. 
Two keys with each lock. 
Packed in individual cartons. Weight % lb. Six locks to 
shipping carton. The National Electric Co., Green Bay, Wis., 
states that one size lock fits 90 per cent of all cars except 
Ford. List price $2.50. Dealer discount 40 per cent on stand- 
ard package of six. 





U. S. Cartridge Is Introducing New Primer 


Of non-mercuric, non-corrosive type, into its line of center | 


fire rifle, pistol and revolver cartridges. The new primer, 
which is being gradually introduced, contains no ground glass 
or other harmful abrasives, says the United States Cartridge 
Co., 111 Broadway, New York City. Other advantages, ac- 
cording to the company, are greater sensitivity and lessening 
of barrel erosion. It is also, said that this type of primer, 
unlike one containing mercury does not cause cartridge cases 
to become brittle, and therefore makes unlimited reloading 
possible. Tests of the new primer show it to be remarkably 
stable, that is, unaffected by extremely hot, cold or damp 
weather, with the result that misfires, hang-fires and other 
types of mal-functioning are eliminated, according to the 
maker. 





Pike Power Bench 
Stone No. 50 


For putting oil-stoned fin- 
ishes on tools, usually done on 
bench oil-stones. Unit is port- 
able, powered with universal 
motor, operating on 110-125 
volts, D.C. or A.C., 25-60 cy- 
cles. Equipped with gravity 
oil feeds, felt wipers which 
supply the right amount of oil 
to lubricate the oil-stone prop- 
erly and to float metal parti- 
cles, thus prevent glazing and maintaining unimpaired the 
cutting qualities of the stone, says Pike Mfg. Co., Pike, N. H. 
Puts power and speed behind the conventional type of oil- 
stone, says the maker. India oil-stones in, different grits are 
standard on Pike powered oil-stones. List price, $25.00 with 





medium India oil-stone, and extension cord with plug and | 


one can of Pike oil. Stones may be changed without use 
of wrenches, etc. Cast iron lapping disk No. 506, 6 x 14 in., 
is available for use with various lapping powders for fine sur- 
face lapping. List, $5.00. 
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| PLANTILIZER Display 
| Fa ing displayed will 





Hardware 
Store”’ 


Say Millions of 
SPRAYIT Ads 


SPRAYIT is doing more than just telling you 
about Plantilizer (the new fertilizing method). 
Sprayit is advertising this item in the maga- 
zines shown, throughout the selling season. 
The public will know about the new, easier 
way of fertilizing. 


It Will Sell 


Why are we so sure? 1st—It’s the easiest 
way to fertilize. 2nd—It’s cheap. 3rd—It 
sold splendidly last summer (without adver- 
tising). Dealers who place the display carton 
on their counters or in their windows, hook- 
ing up with our advertising, may be sure of 
a fast moving, profitable item. Those dealers 
we were able to supply in 1931 found it one 
of the livest items in their store. 


More Live Items 


Stimulate your business volume with new, 
fast selling specialties. See for yourself- 
send for catalogue No. 32 describing the 
new Sprayit Hydro Mixing Nozzle for ap- 
plying garden insecticides and fertilizers. 
The new Sprayit Wax-Vac outfit for waxing 
floors and last but not least — the famous 
G. V. Hand Sprayers. 


Also special catalogue No. 41 upon re- 
quest, covering complete line of Sprayit 
Power Paint Spraying Equipment. 


ELECTRIC SPRAYIT COMPANY 
1703 E. Colfax Ave., South Bend, Ind. 





Carton—A proved seller. 





Produce excellent ‘‘self’’ 
Sales. Write for details. 


SPRAYIT 


PLANTILIZER 
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-PLUS A PROFIT 


February 1, 1932 










Gentlemen: 


In October, 1931, we purchased a 


i hine which 
Floor Sanding Mac 
cay ot satisfactory ~ ae 
Our rentals on this sng ote 
uch more than the i) 
veered ar in addition has made many 
satisfied —. sii 
rs ; 
OTTO HERRMANN, Inc., 
Per: Anthony Herrmann. 


in Only 3 Months! 


WITH EXTRA PROFITS OF 
$5 to $6 a DAY from RENTALS 


The spectacular new Dreadnaught 6 Portable Dust- 
less Sander provides a welcome new source of 
TRIPLE profits added to your regular business! 
Scores of retailers are now renting this amazing 
sander for $5 and $6 a day to contractors and 
home-owners—and they enjoy a noticeable in- 
crease in their sales of floor finishing materials 
and sandpaper in addition! The Dreadnaught 6 

is so far ahead of any other sander that there 

is a real demand for this unusual new ma- 

chine. Right now when house cleaning and 
modernization is going on full blast the 
Dreadnaught will return its modest cost in a 
hurry. Find out about this successful new- 
profit plan today. Use the Coupon below! 


» CheNew- ,, 
DREADNAUGHT 6 


PORTABLE DUSTLESS SANDER 


The Result of 16 Years of 
chnowledged Leadership 


MAIL THIS oh ie 
folt] Yo) 


NOW! 


CLARKE SANDING MACHINE Co. 
Dept. H-14, Muskegon, Michigan 




































% 






Send complete information on your new Dreadnaught 6 Dustless Sander 
and rental service plan. 


Name 











Duplex Metal 
Sash Springs 

For holding windows to prevent rat- 
tling, and keep out dust and soot. Sug- 
gested retail selling price 15c. per pair 
with nickled screws. Easily attached 
without removal of sash. For installa- 
tion, arches should be compressed and 
spring slipped between window sash and 
sash strip on outside. Screw eyes should 
be allowed to project. Actual size 34 
in. x 2% in. Black Parkerized finish. 
Practically invisible. Attractive 11 by 
14 in. color counter display, offered free 
of cost. The maker, Duplex Sash Spring 
Co., 311 Main St., Peoria, IIl., states that 
they form a resilient metal cushion that even the strongest 
wind cannot compress, yet permit the raising and lowering 
of the windows with no extra effort. The maker suggests the 
use of eight Duplex sash springs on each set of windows. 
It is stated that the sash springs seal the rooms against the 
damage of dust, rain and snow that the wind forces into the 


smallest crevice. 


Handy 
Holder 


Is a house- 
hold article 
designed to 
handle hot 
pans and 
dishes, giv- 
ing protec- 
tion to the 
hand. Wire 
frame may 
be removed 
when laund- 
ering. Hold- 
er will fit 
any size 
hand, giving 
free use to the fingers in handling any size article. Always 
in position to use. Available in an assortment of colors. Sug- 
gested retail selling price 10c. each. Dealer cost, $8.50 per 
gross. Shipping weight of one gross of holders, approximately 
sixteen pounds. The Handy Holder Co., 5005 Euclid Ave., 


Cleveland, Ohio. 


























Thriftime 
Coin Clock 

For collecting coins 
for payment on elec- 
tric refrigerators, etc. 


Will hold half dollars, 


quarters, dimes and 
nickels, under _ lock 
and key. Coins can- 


not touch any part of 
clock mechanism. For 
use on 110 volt, 60 
cycle a.c. current. Has 
Sangamo synchronous 
motor. Does not inter- 
fere in any way with 
the operation of the re- 
Daily deposit to vary according to size of re- 
Clock has attractive wood case, enameled buff 











frigerator. 
frigerator. 


| finish. Thriftime Devices, 205 E. 42nd St., New York City. 
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Whitt-L-Kraft Knife 
Approved and tested by National Boy Scout headquarters, 


has four blades; a large one, a small one, with 45 deg. point, 
a hollow chisel blade 


and a scraper blade, 
which is also a screw 
driver and bottle 
opener. Each blade 

5 is for a_ particular 
purpose in whittling, says Cattaraugus Cutlery Co., Little 
Valley, N. Y. Attractive colored descriptive folders available. 








Boker “Red Injun” 
Safety Razor Blade 


Has a suggested price of 
35c. for package of 5 and 
70c. for package of 10 blades. 
Illustration shows counter 
card display for showing 20 
packages of five blades each. 
H. Boker & Co., Inc. 101 
Duane Street, New York City, 
states that each blade is made 
from finest quality, selected 
chrome steel. Blade is of five 
hole, double edge wafer type, 
and bears the “Tree Brand” trade mark. The same company 
offers the “Silver Steel” blade for popular priced selling. 








‘ Airalite 
eid yw Pocket 
Flashlight 

Finished in 
polished nick- 
el with enam- 
el inlay 2 x 
2% x 1 in. 
thick at widest point. Suggested retail selling price, $1 with 
batteries and bulb. May be hung on hook or stood on its own 
base. Has lighting power and switch equipment of a much 
larger flashlight, says Chase Brass & Copper Co., Inc., Special- 
ty Sales Department, 200 Fifth Ave., New York City. Dealer 
cost, $7.20 per dozen. Designed for lady’s purse or man’s vest 
pocket. 








Knapp’s Safety 
Veg-E-Grater 


Slices, shreds, 
grates and 
minces fruits 
and vegetables 
in a simple and 
efficient way 
with 100 per 
cent safety. 
says Knapp- 
Monarch Co., 
Belleville, 111]. 
Requires no 
adjusting. Fin- 
gers do not come in contact with the knives. Triple coated 
charcoal tin body resists rust. Equipped with four disks, 
which are instantly interchangeable. Four color counter and 
window display cards and leaflets are available. Veg-E-Grater 
packed in attractive display cartons. List price, $1.25. Dealer 
cost, 80c. per unit. 
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ina DIETZ lantern 


"The superior lighting power of a Dietz Lantern 
is due to thoroughly perfected combustion. This 
supplies the flame with a correctly apportioned 
burning mixture of oil and oxygen. As a result, 
gases are completely consumed in flame, and light 
reaches the highest peak of possible power—not 
diminished after hours of burning. 


Less efficient combustion, on the contrary, supplies 
a poorer burning mixture, with the result that con- 
tinued burning causes a residue of unburned and 
unexpelled gases to foul the globe with a film that 
fogs the light. 


There is nothing better than a Dietz Lantern! 


R. E. DIETZ COMPANY 
NEW YORK 
Largest Makers of Lanterns in the World— 
Founded 1840. Output Distributed Through 


the Jobbing Trade Only. We Do Not Sell 
Mail Order Houses and Chain Stores. 


)| @ular4 
LANTERNS | 




















Marvin’s Store Meetings (Continued from page 29) 


wrapped by some other employee 
in the sales department. If it is 
to be delivered, have it entered 
on the delivery book and checked 
just like any other delivery. In 
that connection,” he added, “I 
would prefer that you do not 
make any cash purchases in the 
store. Let all employee sales go 
through the books. It is under- 
stood, of course, that no sales 
shall amount to more than the 
employee’s weekly wages, unless 
the matter is taken up with me.” 

“Do you think there should be 
any special hours for the em- 
ployees to do their buying in the 
store?” Charlie Hanson inquired. 
“No,” said Mr. Marvin. “We 
are not going to tie ourselves up 
with a lot of red tape. I know 
that you will all exercise discre- 
tion in making your purchases, 
so as not to keep customers wait- 
ing.” 

“Do you think it proper for 
us to buy merchandise in lines 
outside of hardware from the 
chain stores?” May inquired. 
“That is a matter for you to de- 
cide individually,” Mr. Marvin 
answered. “However, I will 
say that in my own case all pur- 
chases for the family are made 
from independent stores like our 
own. If the chain system should 
ever become the general one in 
all lines, there would be very 
little in the way of opportunity 
left for you and others like vou. 
That seems to cover your sub- 
ject as far as it is possible for us 
to do so at this time, Eddie,” he 
continued. “If I were you I 
would tell the boys that a motion 
to adjourn is in order.” 

“What’s the news on _ the 
branch store, Van?” May Garvin 
inquired, as they walked slowly 
toward her home. “I think it 
will go through,” he replied, “but 
Mr. Marvin wants to wait until 
spring business is out of the way 
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before he makes any definite 
plans.” “I wish he’d hurry up 
about it, dear,” May said, softly. 
“It will give you an opportunity 
to show what you can do in actu- 
ally running a store. I know 
you will make a big success of 
it.” 

“Does Mr. Marvin know that 
we plan to be married as soon as 
the branch store is an assured 
success?’ Van queried, tenderly. 
“I haven’t exactly told him so,” 
May replied, blushing prettily, 
“but you know, Van, I think he 


understands. I'll be sorry to 





Everyone has 
been so nice to me there, and 
Mr. Marvin is one of tke finest 


leave the office. 


men I ever met. I wouldn’t quit 
my job for anyone in the world 
but you, dear.” 

Her eyes were misty as she 
looked bravely up at him, and 
there was a lump in Van’s throat 
as he said, huskily, “I hope I’m 
worthy of your faith, sweetheart, 
and—I hope you never get tired 
of your new job.” “I won't, 
Van,” she replied, soberly, then 
suddenly broke into a happy 
laugh and added, teasingly: “I 
wonder how it will seem to work 
without a Boss.” 





Small Cities and Rural Areas 
Do 30% of Retail Business 


Retail trade in small city and rural 
areas in the United States is nearly 
one-third of the total for the country, 
figures gathered in the Census of Dis- 
tribution have just revealed. This trade 
amounts to some $15,515,125,000 an- 
nually, or 30 per cent of the nation’s 
retail business. 

The total number of persons living 
in the small city and rural area is 
64,434,969, or 52 per cent of the total 
population of the United States, while 
30,157,513, or approximately 25 per 
cent of the total population, live on 
farms. Small cities are classified as 
those of less than 10,000 population. 
There are 5270 towns and cities of 
from 1000 to 10,000 population in the 
United States, divided into various size 
groups as follows: 851 cities and towns 
between 5000 and 10,000; 1332 be- 
tween 2500 and 5000; and 3087 be- 
tween 1000 and 2500. In addition, 
there are 10,346 incorporated places 
of less than 1000 population which in 
many instances are important trading 
centers. , 

While the average per capita sales 
of retailers in the small city and rural 
areas is only $239, as compared with 
the average of $407 for the entire 
United States, the Census Bureau points 
out that there are many small towns 
where per capita sales are very high. 
The following cases are given as illus- 
trative of this point: City A—popula 
tion, 947, per capita sales, $993; City 
B—population, 1709, per capita sales, 
$1,270; City C—population, 1720, per 
capital sales, $992; City D—population, 
1371, per capita sales, $887. 

Charles D. Bohannan, in charge of 


Rural and Agricultural Distribution 
for the Census Bureau, after studying 
these figures observes that “in spite 
of the many discussions as to the 
decadence of the small city and town 
as a retail trading point, due to the 
development of good roads, automobiles 
and other factors, they are, as a matter 
of fact, far from dead. Stocked with 
desirable kinds of goods and render- 
ing service of ‘the desired type, it will 
probably be a long time before the re- 
tailer in this area passes out of the pic- 
ture, if ever. This is indeed fortunate 
from the standpoint of both the resi- 
dents in this area and from that of our 
national economic and social life.” 
This report on retail business in the 
small city and rural areas is issued in 
mimeographed form and may be ob- 
tained from the Census Bureau free 
upon request.—Domestic Commerce. 





Skeleton in the Closet 


—tThere’s an old saying that 
every closet has its skeleton 

—aAnd that’s truer today than 
ever before 

—If we could have before us 
a composite picture of all 
the closets in this country 
we’d be surprised at the 
boney skeleton a’hanging 
there. 

—Closets everywhere need re- 
plenishing—new _ clothes, 
new hats, new shoes, new 
everything. 

—And when the buying orgy 
starts—oh boy! 

—Mother Hubbard’s closet 
isn’t in it with our National 
closet today. 
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For Farmers Without Power Supply, 
also Mechanics and 


Home Owners 


Jobbers find the 
STERLING grind- 
stone a profitable sel- 
ler to retailers, be- 
cause it meets the 
requirements of their 
farmer trade, (with- 
out power supply), 
and is also a good 
seller to mechanics 
and home _ owners 
who demand. the best. 


The STERLING has 


Genuine BEREA GRIT Stone 


noted for fast, easy cutting. Its rigid double-treadle 
frame never becomes shaky or loose. Operates almost 
as easily as a bicycle. Equipped with finest ball- 
bearings. 

The STERLING puts a wonderful cutting edge on 
tools and implements used on the farm, in the shop 
and around the home. Best grindstone made. Jobbers 
supplied direct—dealers through nearest jobbers. Send 
for Folder and Prices. 





The Cleveland Quarries Co. - vac, 
Cleveland, Ohio 4 Xo 
28 West Broadway, New York ° y 
Lombard & Co., Inc., Boston, Mass. Nuss 
New England Agency Ogre 


















mend Russell 
Jennings bits with oY 
confidence, because every 7 
one is tested in tough hicko- 

ry before it leaves the factory. ° 
This practical test is characteris- 

tic of the thorough methods used 

at every step in making these fine tools. And there’s profit 
in selling these “hickory tested” auger bits. 


Distributed Thru Wholesalers 
THE RUSSELL JENNINGS MFG. CO., CHESTER, CONN. 
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Sell ALLITH “40-90” 
Garage Door Hardware 
on these 14 performance 
points 





Permits design of door to harmonize with surroundings. 
Doors operate as a one-piece unit and move to the 
open position overhead in a smooth, easy, effortless 
manner, leaving the entire opening clear. 

When closed, the door is completely sealed and 
weather-tight at sides and top. Metal weather-strip for 
the sides is included in the set. 


Where special effects are not required, stock design 
doors from local mill can be used to good advantage. 


No special frame for the opening is necessary. 


Head room requirement in line with normal building 
design. (7% inches) 


Adaptable to double width openings thus eliminating 
center piers. 


Ample clearance for all present car models even if 
rear bumpers are as close as three inches to the door. 


Counterweights may be placed in the rear corners of 
the garages, thus permitting full opening but main- 
taining narrow building construction. 

Simple to install for the average carpenter. 
Economically priced. 


No maintenance expense. 


Door can be locked or unlocked, opened or closed 
from either the outside or the inside. 


Cannot stick or jam, in any weather. Faultless per- 
formance the whole year through. 


a 


Write today for 
details and 
prices. Learn 
more about 
ALLITH Garage 
Door Hardware ; 
Spring Hinges; 
Industrial Door, 
Fire Door, Air- 
port Door Hard- 
ware; Rolling 
Ladders; 
Door Hanger; 
Stadium Seat 
Brackets; Certi- 
fied Malleable 
Iron Oastings ; 
Malleable Iron 
Washers and 
Overhead Car- 
riers. 


Vv 








Allith-Prouty Company 


Danville Illinois 
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Thar’s Business in 


Them Thar 


Hd itehens 


[VE hardware dealers today 
L in all parts of the country 
are looking for new lines 
to bolster up sales and take the 
place of some of the former 
staples that are gradually fading 
out of the hardware picture. 
Frequently they must ask them- 
selves, “What can I put in?” It 
has become a real problem to 
many for new items unexploited 
in some other line of business 
are rare indeed. To the sorely 
perplexed dealer a suggestion 
worth considering is “what have 
you to sell that you are neglect- 
ing to push?” The answer in 
too many cases is “Household 
and Kitchen Cutlery.” Many 
would reply, “We sell cutlery.” 
Undoubtedly—but do they push 
it with anything like the effort 
devoted to many less profitable 
lines? For household cutlery is 
profitable. 

Let us suppose Henry Brown 
has decided to see if there is any 
truth in the assertion that he 
hasn’t really pushed household 
cutlery. First, he must survey 
and analyze his stock. Has he 
a good line? Is it moderately 
priced? Is it just flash mer- 
chandise or really substantial 
and serviceable? Has it dis- 
tinction and eye-appeal? Is it 
well displayed in a good loca- 
tion? Is it ever featured in at- 
tractive window displays? Hon- 
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by FRED. B. HINCHMAN 


estly, Henry, have you shown 
keen interest in your line of 
household cutlery; have you 
carefully selected it or have you 
bought it from Tom, Dick and 
Harry and taken most anything 
that was offered because the 
price seemed low? Perhaps 
Henry has taken pride in having 
bought the same line and the 
same items for many years, not 
having been keenly enough in- 
terested to learn that styles have 
changed remarkably in just a 
few years past. 


Best Known Brands 


Now, Henry Brown, the thing 
to do is to get in touch with the 
reputable, best known brands 
and look them over carefully. 
This is not hard to do. Cutlery 
salesmen, jobber’s salesmen and 
manufacturer’s _ representatives 
call on you—too many of them, 
you may think, but why not give 
the boys a chance to show you 
their goods as long as you are 
now determined to know whether 
or not you are doing a good cut- 
lery selling job? Too frequently 
they have heard, “Don’t need 
any cutlery today; got plenty and 
don’t sell much.” They will be 
tickled pink to show you the 
“works” and explain all about it. 











Here will be an education worth 
many dollars to you if you will 
use it to good advantage. 

Henry will need to analyze 
the lines shown to him from the 
consumer’s viewpoint. The one 
he needs must be attractive to the 
eye, it must me sharp, well made, 
good, substantial gage of stain- 
less steel; properly ground, good 
handles of the proper size and 
all good value for the retail 
price. It should not be built to 
a price, but built for service and 
satisfaction, for Henry wants to 
increase his cutlery sales, which 
he cannot do with unsatisfactory 
merchandise. Of course, the 
good stuff will cost a little more, 
but it will build sales. 

We will assume that Henry 
has picked a pretty good assort- 
ment of the most attractive line 
(we mustn’t forget that eye appeal 
is a big factor). “Well,” says 
Henry, “I’m going to make a 
good show of these goods, some 
in the store, and feature them in 
the window.” Now, Henry can’t 
just sit back and make the goods 
do all their own shouting. In 
comes a woman to get a saucepan 
or whatnot. Just as Henry is 
wrapping up her purchases he 
says, “Mrs. Jones, are you satis- 
fied with the cutlery you have in 
your kitchen?” (Say, Henry, 
you would laugh at the junk that 

(Continued on page 58) 
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CRUCIBLE {}) BRAND 


Trade Mark Reg. U. S. Pat. Off. 
FULLY WARRANTED 


The Perfect Cutting Shears 









enhnt 
nae 





_ ALL YOU DO aa 
4S TURN THE SCREW 


=) 
7 1925 
SS 


NEVER TOO LOOSE &% NEVER TOO TIGHT 


hese Shears are assembled with special 
opocreet” Lock-nut Device, embodying an entirely 
new principle in keeping snugly together both prod 
blades. 

The screw passes through an anchored tube, 
(Special Lock-nut fastened to the latter) and will 
not loosen or tighten UNTIL YOU TURN THE 
SCREW WITH AN ORDINARY SCREW DRIVER. 

Made in 7” and 8” sizes in the Straight and Bent 
Trimmer Patterns with Full Nickel and Japan 
ere 

our Jobber does not carry the “Crucible” 
eal ut Shears, write us and we will name nearest 


Jobber. 
THE ACME SHEAR COMPANY 
Knowlton and Joseph Streets 
BRIDGEPORT CONN. 


We Sell to the Wholesale Trade Only 








Bommer 








Spring  ¢ Hinges 
re) eee r.7 eee 
Ke 
are |p _ by 
the best | o —— 
) ; test 























Millions 
and Millions 


of People are Pushing 
whenever they open a door 
Follow the line of least resistance 


Sell Bom mer Always 


They are the best 
Bommer Spring Hinge Co., Brooklyn, N. Y. 





FORSTNER 


Labor Saving 


AUGER BIT 


Bores Any Arc 
of a Circle 


Many 
New Uses 


The Forstner Auger Bit, un- 

like other bits, is guided by its 

circular rim instead of its center, 

consequently it will bore any arc of 

a circle, and can be guided in any 

direction regardless of grain or knots, 

leaving a true polished surface. Takes 

the place of a chisel, gouge, scroll-saw, or 

lathe tool combined. For core boxes, fine 

and delicate patterns, veneers, screen work, 

® scalloping, fancy scroll twist columns, newels, 

ribbon molding and mortising. 

Send for Catalogue. 


The PROGRESSIVE MFG. CO. 


TORRINGTON, CONN. 
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evertain 


for the June Bride 


What More Appropriate and 
Enduring Gift Than a Tru-Edge 
Carving Set? 





Handles and Blades in Great Variety 
to Appeal to Any Taste and Purse 


Order Thru Your Jobber 


THE ONTARIO KNIFE CO. 
Franklinville, N. Y. 











(Continued from page 56) 
is in a great many kitchens.) 
“Well,” says Mrs. Jones, “it 
isn’t so bad” (meaning, of 
course, that she isn’t satisfied). 
“Just look at this fine, attractive 
line of stainless steel knives, 
Mrs. Jones; sharp blades, good, 
substantial handles that can’t 
some off; they'll last for years 
and be a joy to use, Mrs. Jones,” 


says Henry. “My, they are 
nice. How much is this meat 
slicer?” So Henry tells her the 


price and the knife looks so good 
it is an easy sale (and a darned 
nice profit, too). 

Well, that’s all there is to it 
except that the store salesman 
must work it the same way. 
That’s really pushing cutlery and 
when Henry gets several pieces in 
various kitchens—well—we all 
know women sometimes like to 
show new things to fheir friends 
and neighbors, and if the knives 
are what they should be (that’s 


up to Henry’s choosing in the 
first place), maybe the women 
will brag a bit about how great 
their knives cut and so on. First 
thing Henry knows Mrs. Smith 
comes in asking for one of those 
good meat slicers and, maybe, a 
couple of paring knives of the 
same kind, and a kitchen spatu- 
la or a pot fork. And when 
the old cash register rings out 
another sale, and another, Henry 
Brown will probably say to him- 
self, “Now I am really pushing 
household cutlery. 

P. S.—Friend Henry, don’t 
don’t make the mistake of put- 
ting your household cutlery in 
one of those glass cases like they 
have in museums for showing 
mummies and dead butterflies, the 
kind that are labeled “Please 
don’t handle.” Keep the cutlery 
where it can be handled. A 
knife in the hand is a knife half 
sold. 





Handling the Debtor Who “Don’t 
Say Nothin’ ”’ 


(Continued from page 21) 


debtor must be hardened, indeed, 
if he can resist this appeal. 
Try it! 
Dear Mr. ..... cocce 
You have read collection letters 
where a fellow tries to kid him- 
self and you, too, about “‘over- 
sight” and so on; well we want 
to be different. 
If we deal with just the truthful 
facts our conclusion is that the 
reason you have not paid us is 
because you haven’t had enough 
money to go all the way round. 
Sometimes the fellow who 
makes the biggest howl is the 
one who gets his money first, but 


this plan would not work with 
us and we are placing you in the 
position we would take, taking it 
for granted that you feel as we 
do. Instead of worrying you 
with “duns” we just want to 
appeal to your sense of fairness. 
If you owe other bills that are 
older than ours, then we guess it 
is up to us to await our turn; 
but if not, don’t you think it 
would be only fair to let us have 
our money next? 

Let us have a few lines from you 
today, will you, so that we may 
know how to figures .on collec- 
tions? If you just can’t send us 
a check in the mail tonight, 
give us an idea when you think 





We certainly 
will appreciate this little cour- 


you can send it. 


tesy. It won’t take much of 
your time and it will help us a 
whole lot. 

With continued good wishes we 
are 


And here is another letter, de- 
signed to meet very much the 
same situation. It, too, has a 
splendid record for “getting 
next” to the debtor: 


en Soe 
I have been thinking of you 
again today, and I wondered 
just what you, yourself, would 
think if you had written to a 
very close friend asking for cer- 
certain hélp or information, and 
that friend suddenly refused 
to answer your letters or have 
anything more to do with you. 
It would seem that perhaps you 
and I are in somewhat the same 
position. We have truly done 
our best to be lenient with you. 
We have even tried to show you 
that we wanted to help you and 
appreciate your patronage. 
We have carried your past due 
account, amounting to $10.85, 
on our books without harrangu- 
ing you about it, because it is 
our desire to try to show all of 
our customers that we appreciate 
their friendship. And yet you 
have. refused to answer our 
letter of ten days ago. 
We do not ask that you do the 
impossible. We do not even ex- 
pect the unreasonable. All that 
we want is a little consideration 
and a few dollars from week to 
week to apply on your account. 
If you would but come in and 
tell us, frankly, just how much 
you can send us and when, it 
would certainly lighten our bur- 
dens and help us to eliminate 
just one more worry. Most 
folks can spare at least a dollar 
or two, and that is what we want 
to get straightened out with you. 
Won’t you please be good 
enough to let us hear from you 
by return mail? Or better still 
—we would appreciate it if you 
would just drop in to the store. 
Very sincerely, 


“In the collection of our in- 
stallment accounts,” says a Wis- 
consin firm, “we often encounter 
debtors who, being unable or un- 
willing to pay, refuse to respond 

(Continued on page 60) 
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CHRADE )AFETY 

Push yay o> 
No Break 

Finger a A 


Push the button and the blade opens auto- ¢ 
matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


TRAbe FVERLASTINGLY SHARP MARK 


Manufactured exclusively by 
SCHRADE CUTLERY CO. Walden, N. Y. 
Also fi ors of a pl line 
of Schrade regular type pocket knives 
Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 








Our Greatest Seller 


Now, while so much 
boot and shoe re- 
pairing is being 
done for economy 
purposes, is the 








time to increase 
your sales and 
profits with our 











Imp roved 
Cobbler Set 


—our greatest seller. Contains 14 different 
items—all the tools and nails needed, including 
directions to do a good repair job. 


**Economical”’ 


An important sales feature is the SIZES of the 
LASTS—10”, 8” and 6”—for men, women and 
children’s shoes. Reversible Iron Stand is 12” 
high. 

The quality weight, finish and equipment make 
this set the best ever produced to retail profit- 
ably at a LOW PRICE. Each set packed in 
neat wooden box. Send for trade-prices. 


STAR HEEL PLATE CO. 
* 357-391 Wilson Ave. Newark, N. J. 











The famous 
Maydole Hammer 





Maydole Hatchet 
The Norwich 
Hammer Maydole 
’ a Patented Stillson 
Maydole Type Wrench 
Non-Mushrooming 
Cold Chisel 





MAYDOLE TOOLS 


Maintain the quality standard famous since 1831 
DAVID MAYDOLE TOOL CORP., NORWICH, N. Y. 














Cultivate Cutlery 


The keen dealer realizes clean-cut 
profits from his cutlery stock. A pleas- 
ing portion of his income is cut from his 


knife sales. 


Whet your knowledge on the Harp- 
waRE AcE grindstone. Profit by the cut- 
lery articles. 








When There’s a Building 
“Going Up” Near You— 


—put some of these light, all 
steel, NON-LEAKABLE hod 
carriers in your window. Many 
men suffer the discomforts of 

the old style simply because 
they do not know of the new. 
Here’s a good opportunity—the 
investment is small—the profit 
excellent. Write us today for 
prices. 

Never Drip Steel 
Mortar Hods 
These hods are 
made entirely of 
steel with wooden 
shoulder saddle 
and handle. E 

are heavily - 
forced. The fork 
is pressed from 


heavy-gauge steel. 
Weight only 11 
s. 





THE CLEVELAND WIRE SPRING CO. 
CLEVELAND, OHIO 
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to our regular collection letters. 
In such cases we use a special let- 
ter in an endeavor to get the cus- 
tomer to tell us his troubles or 
grievances. Then we can make 
an adjustment or arrange a spe- 
cial plan of payment which satis- 
fies the debtor and brings our 
money without the expense and 
trouble of instituting collection 
proceedings. While the _ pri- 
mary purpose is to get an expres- 
sion of some kind, the letter often 
results in direct payment of all 
or a part of the account. We 
use the letter frequently and ob- 
tain splendid results.” Here 
it is: 
DP ENG: 5 oo ss000's 
We have written five letters to 
you regarding your installment 
account. So far none of them 
have been answered nor have 
any been returned to us un- 
claimed. 
We know you are not the type 
of person who would wilfully 
withhold payment of a just obli- 
gation and that there must be a 
definite reason for your failing 
to pay your account as you origi- 
ly a Whatever that 
reason may he, it is only fair 
that we should know it so we are 
writing to ask that you be good 
enough to tell us just what is 
occasioning the delay. 
We realize that often conditions 
arise which make it impossible 
for one to pay a debt as he 
originally planned and in such 
instances we are always glad to 
do what we can to help. Silence 
on your part, however, will not 
solve the problem, nor does it 
indicate a desire on your part 
to help us to be of service to 
you. Cooperation is necessary 
if any difficulties or misunder- 
standings are to be overcome. 
Our company is protected by 
contract you signed and if we 
so wish, we can proceed to col- 
lect the entire amount of your 
bill by means of legal action. 
We don’t want to go to that ex- 
treme, however, because it will 
mean heavy expense and em- 
barrassment for you and will be 
a most unpleasant procedure 
for us. We are, therefore, mak- 
ing this final plea to you to write 
and let us know just where the 
trouble lies. If we are in any 
way to blame, we will be more 
than pleased to make an imme- 
diate adjustment, and if the 
trouble is your own, you 
may be sure that you will be 
accorded fair treatment and 
given the utmost consideration. 
A long letter of explanation will 
not be necessary. Just write a 
note on the back of this letter 
and send it back to us. It will 


take but a minute of your time 
and will show us that you are 
interested in being fair in your 
business dealings. We will ex- 
pect to hear from you by re- 
turn mail. 

Yours very truly, 


As a general thing I do not 
recommend “clever” collection 
letters. Sometimes this lack of 
dignity may be offensive to a cus- 
tomer. But where every other 
means has failed, a letter that 
“tickles the funny bone” may put 
a debtor into the frame of mind 
where he will sit down and write 
you a check—as an appreciation 
for having given him a good guf- 
faw. This is especially true 
where the bill is small. This 





letter, I understand, has been 
used with considerable success by 


a number of merchants. It is 


worth a try: 


I want a check of some kind! 
Either a real check, or a pencil 
check in one of the squares be- 
low. I think you'll agree that 
I am entitled to know where I 
stand. So check up your bank 
balance and slip me the news. 
—Can’t possibly make it today. 
Will send surely on .......... . 
—TI’m sending check, but it’s 
post-dated a few days. 

—Here’s part of it, to show my 
heart’s in the right place. 

—We mailed you one yesterday. 
—Here’s all of it—shut up! 
—I don’t intend to pay; you'll 
have to fight for it. 

—Sorry we got behind; thanks 
for your patience. 





Whispering Thunder 


(Continued from page 37) 


to outline certain tested factors 
in getting results from small 
space advertising. 

You can change these factors 
if they don’t suit you, but try 
this plan; study your store and 
study your customers; seek out 
the best specials and then sign a 
two or three-month contract with 
yourself to advertise in accord- 
ance with your plan. The fac- 
tors of Price, Timeliness, Lay- 
out, Illustration, Regularity, Dis- 
play determine your results. 

Price. Specials must be spe- 
cial! Your campaign of specials 
is based on price appeal. The 
price must sell your specials and 
bring people into the store. The 
price must be competitively low. 
If your item is being’sold else- 
where in your city and you wish 
to make a profit on it and still 
sell it as a special, you are licked 
before the paper zooms off the 
press. The special must be a 
bargain. 

Timeliness. Follow the sea- 
son’s fancies. Have your ladders 
to go at a special price. If you 
have timed your item right you 
can repeat the same item a week 


later with equally successful re- 
sults. 

When. -butter begins to sag 
around the edges is the right op- 
portunity for a special on hydra- 
tors or similar items. When 
your friends are ho-humming, 
“Let’s stay in tonight and play 
bridge,” is the signal to the ever- 
ready “ear-to-the-ground” that a 
special on card tables will bring 
customers in flocks. 

Layout and Copy. The head- 
line, a few lines of copy, an il- 
lustration and the “price figure” 
compose the elements of the small 
space advertisement. The head- 
line is necessarily limited due to 
the small space available. The 
copy should be clear and accu- 
rate and written with a complete 
knowledge of the merchandise. 

The general layout must be 
simple. Don’t try to use bizzare 
layouts. They merely confuse 
the customer and so often unique 
layouts in small space develop 
into an ink smudge on the printed 
page. 

An illustration of the item is 
absolutely essential for most 

(Continued on page 62) 
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LUFAIN F APES 


Century — of the Highest 


Our Precision Tools are Accurate, and 
Embody Striking Improvements in Design. 
Every Article Fully Guaranteed. 


Distributed thru Jobbers—Send for Catalog. 





Manu facturers— 

“a. RULES 
Grade Steel and Woven Tapes, 

Wood and Metal Rules. TOO 1 be 





THE [UFKIN feULe 0. 
SAGINAW, MICH. 


106 LaFayette St., New York City 








A 
q Profitable 
aed Seller 


Rubyfluid is a _ profitable’ seller to 
plumbers, electricians and metal workers. 
It fluxes quickly—saves time which means 
money. 

Rubyfluid never corrodes or tarnishes 
metals. A little goes far which makes it 
economical for all who solder. % pt. to 
10 gal. tins; also half-barrels and barrels. 
Send for FREE sample and prices. 


THE RUBY CHEMICAL CO. 
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usa DRILLS 


in actual Redstueld 
color is stamped 





on each drill. 
Tue Stanparp [001 (0. 
New “eo Chicago 





68 McDowell St., Columbus, Ohio 





























No tool line is complete with- 
out Marshalltown 'Trowels. 


MARSHALLTOWN TROWEL CoO. 


Marshalltown, lowa 





Are Famous > maee biee and Endurance 
Made from best Swedish mild steel, with 
inserted crucible steel bit. 


BANKO Scythes are guaranteed against 
manufacturing defects. 

BANKO Scythes are the best and most reliable made 

in Sweden and have been sold in U. S. A. since 1889. 

Beware of imitations, Demand the Genuine BANKO. 


From your jobber or write Factory Office: 


SANDVIK SAW & TOOL CORPORATION 


107-109 Lafayette St. 740 Washington Ave., North 
New York, N. Y. Minneapolis, Minn. 

















THE NEW 
FAST SELLING 


PACKAGED NAILS 


No weighing—no loss in selling as 
with bulk nails, your customers 
get more and better nails to the 
pound. No scales, paper bags, or 
twine needed. Clean and easy to 
handle. The convenient way to 
handle nails for you and your cus- 
tomers. 








Handsome display stand provided for dealer. Holds 
40-5 smal] 


assortment of 140-5 Ib. cartons. Orcupies 
instant attention—creates rapid turn- 


spa 
over. r further information, write direct to 


NORTHWESTERN BARB WIRE CO. 
STERLING Since 1879 ILLINOIS 














The Vaughan Safety Roll Sr. holds securely and opens any size or 





VAUGHAN NOVELTY MANUFACTURING co., INC. 


3211 Carroll Ave., Chicago, Ill., U. 8S. A. 


° 5 
Vv 
Quick Profits 1m 
The best can opener on the market—bar none. Sells on sight. 


shape can. It leaves no ragged edges to cut the fingers, and it saves 
all the juice. Adjustable bracket to fasten to wall or table. 


Every user a_boost- 
er. A good - will 
builder as well as a 
profit-producer. 
Safety Roll 2nd and 
Safety Roll Jr. Can 
Openers are similar 
sensations in sales 
producers. 


Send for catalog No. 
24 and prices. 


World’s Largest Manufacturer of Can Openers 





Vaughan Specialties 2 her obtained through the leading jobbers in the 
U. 8. » Canada and foreign countries, 
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merchandise if you want appre- 
ciable results. An_ illustration 
describes the merchandise better 
than reams of copy; it sets up the 
ad and draws the reader’s eye to 
the special. 

Regularity. Give your ads a 
chance to prove their worth. 
Shoot them in regularly. Once 
every day or every other day— 
but regularly. Develop the 
habit of the customer to look for 
them. The customer knows that 
specials every day mean a price 
alertness in all merchandise. 

These small ads must go to 
work every day. Irregularity is 
certain to defeat the effectiveness 
of your campaign. Don’t expect 
results unless you are prepared 
to keep up the appearance of 
these ads. 

Interior Display. The adver- 
tised specials should be placed in 
the rear of the store. The cus- 
tomer comes in and wants to see 
the advertised item. Good! 
They walk to the rear of the store. 
They pass other merchandise; 
they see other displays; they see 
something they need. Some- 
times they buy other goods then; 
sometimes they come back later. 
Your customer traffic is in- 
creased; extra sales are often 
made; more people are looking 


at your displays; they linger 
longer in your store; salespeople 
have the opportunity of talking 
merchandise to them and making 
customers for your store. 

If you can’t sell them any- 
thing hand them a paint color 
card or a book of recipes; make 
them remember your store when 
they need your merchandise. It’s 
true they come in for the special, 
but that .isn’t all they need. The 
special brought them in; the rest 
is up to you. 

Results Count. This article 
and this campaign is all poppy- 
cock unless you get results. This 
campaign has been getting re- 
sults. The results have never 
been astounding. I distrust as- 
tounding results. But they have 
been consistent results and they 
bring people into the store. 

Our local paper, The Warren 
Tribune, has a circulation of 
13,000 with a cost of 58 cents 
per column inch. Thus a two- 
column by four-inch space costs 
$4.64. 

The card table special sold 
48 on a fairly nice week day. 

The skillet ad sold 37 of the 
15-cent size and 11 of the 29- 
cent number on a Saturday. Pre- 
viously we sold about 60 to 70 
every time the item was used. 





The luggage item which is a 
new line with us sold but five. 


A stepladder special sold 
forty-three the first week and 
twenty-five the second week, 
which is pretty good response. 

The hydrator item resulted in 
58 sales, which was due to its 
extremely low price. 

The measuring cup item was 
run for Saturday evenings four 
times with three-week intervals 
and resulted in about seventy 
sales per run. On the strict basis 
of dollars and cents we, ef 
course, lost money on this special, 
but Saturday evenings are often 
dull and we think it is a low cost 
for getting 70 extra customers in 
our store on those evenings. 

If we manage to get good re- 
sults from four out of six adver- 
tisements we consider it a suc- 
cessful percentage. Sudden 
weather changes, lack of mer- 
chandisé appeal and local condi- 
tions will, of course, vary the re- 
sults. If you keep to the line of 
consistency; use good specials, 
watch your insertions for timeli- 
ness; price your items right; plan 
ahead for new items, vou will 
find the small space campaign of 
specials to be a very effective 
method of getting advertising re- 
sults. 


Rekindling Tool Interest 


in case of fire, theft or damage. 

Entry blanks should be filled 
out and returned to us at once, 
but will be accepted later. 

Entries must be completed by 
March 1 and will be displayed in 
our windows after being judged. 
They will be rated on the follow- 
ing basis: Workmanship, 50 per 
cent; beauty, 25 per cent; in- 
genuity, 15 per cent, and utility, 
10 per cent. 

The judges named were three 
local vocational school _ in- 
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structors, and their affiliation 
with the contest in this connec- 
tion proved most advantageous 
to the store. 

Further interest was created in 
the contest by a series of several 
newspaper advertisements, speci- 
mens of which are shown. Elec- 
tric woodworking tools were fea- 
tured in connection with the con- 
test in publicity matter as well as 
in interior and window displays. 

The window displays of the 


articles entered in the the con- 
test were unusually interesting 
and attracted a great deal of at- 
tention. One window card bore 
the following: “Henry Ford 
said, ‘If I were to bring up a boy 
today I would see to it that he 
had a shop in which he could 
work with tools.’” Another 
card was worded: “What others 
have done you can do. These 
items in our display have been 
made at home with home shop 
tools.” 
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A Steady Seller for 91 Years 


Quality gave the Coes Knife-Handle Wrench 
a well deserved start in 1841. Through all 
these ninety and one years that same quality, 
plus worthy improvements has kept it a 
steady seller. Sizes: 6” to 21”. 


Ask your Jobber. 


Bemis & Call Company 
Springfield Mass. 
























Outstanding Products 


The S. S. President Coolidge and Columbian Rope with which 
she is equipped, are recognized as the last word in construc- 
tion in their respective fields. 

Columbian Tape-Marked Rope leads because it is completely 
Guaranteed, thoroughly waterproofed and contains successful 
improvements on every feature necessary to modern rope. 
Ask for Columbian. 

COLUMBIAN ROPE COMPANY, Auburn «The Cordage City", N.Y. 


COLUMBIAN Tape- Marked Pure Manila ROPE 


SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Nate) 5 a OO) <9 D) 


SAMSON SPOT, PHOENIX and SACHEM brands 
each the standard of quality for its particular use. 


“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS* COTTON TWINES 


Send for catalogue, samples and selling information 













The Soldering 
Paste that has 
satisfied cus- 
tomers for over 
23 years. 





Sample free. 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 








DO YOU KNOW 


that aggressive hardware dealers 
are increasing their annual profits 
by selling the quality line of 










The BOSTON LINE of Garden Hose 


EETS every garden hose need. 7 stand- 
ard nationally known brands of plied 
and moulded hose. Each 














ps) i AT 
brand a leader in its own hy ANN 
4 SSA 
price field. A complete K2g 





line that gives you a hose 
for every purpose at a 
price for every purse. 
















Cambridge, Mass. 
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TROW & HOLDEN TOOLS 


Are Standards 
Of Perfection 


—and— 


They Are Guaranteed 
By the Manufacturers 
Send for Our New Catalog 


TROW & HOLDEN CO. 
BARRE, VERMONT 























Oil Filled 


The Pike India Oilstone is filled with oil in the 
course of manufacture by means of a_ special 
process which thoroughly impregnates the stone 
from surface to surface. This is an 
exclusive feature found only in a 


PIKE INDIA OILSTONE 


A few drops of oil applied from time to 

time will maintain a clean, free cutting 

surface indefinitely, and give remarkable freedom 
from glazing. Being also made from Norton Alun- 



























dum Abrasive, the Pike India Oilstone will stand 
up under the hardest service and hold its shape 
for years. 


Pike Manufacturing Co., Pike, N. H., U.S. A. 













































Use the “Classified Opportunities Section” to Reach Hardware Manufacturers 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen 
THE FOLLOWING RATES 


BOXED DISPLAY RATES 


iti ” “Sales cocccccccccc cc oO 





apply to 
Accounts Wanted” 


CLASSIFIED ADVERTISING 
RATES 





Advertisements from unemployed 
accepted free of charge; inserted 
in two consecutive weekly issues. 
Box number address may be used. 
All replies will be forwarded by us 
post paid. 

Pesitions Wanted and Help Wanted adver- 


tisements at Special Rate of one cent a 
word, minimum fifty cents per insertion. 








Samples of merchandise, 





tives Wanted” advertisements. 





Set Solid, Minimum of 5 lines......$3.00 

Each additional line... 

All Capitals, Minimum of 5 lines... 

Each additional line........ 
Average 10 words to a line 

Allow One Line for Keyed Address 


Remittance Must Accompany Order 


literature, catalogs, etc., requiring more than ordinary reforwarding postage should not 
be addressed to box numbers. 


1h inch ...cccccces 
Each additional inch.............. 400 


Discounts for Classified Advertising 
4 insertions, 10% off, 8 insertions, 15% off. 
Due to the special rate, these discounts de 
not apply on Position Wanted or Help 
Wanted Advertisements. 
HARDWARE AGE is published each Thursday. 
Forms close Nine Days previous to date of 
publication. 
Address your advertisements and replies to 
HARDWARE AGE, Classified Opportunities, 
239 West 39th St., New York City 


“Sales Representa- 





- 4.00 
coeee 80 

















POSITIONS WANTED 


BUSINESS OPPORTUNITIES 





RETAIL HARDWARE MAN with twenty years’ experience in both 
retail and wholesale hardware business, sporting goods, paint and household 
supplies. Forty years of age, sober and industrious. Capable of taking 
charge and handling men. an furnish first class references. Free to go 
anywhere. Middle West or South preferred. Address Box J-603, care 
of Harpware Acz, New York City. 


POSITION WANTED—Young man with very thorough training in 
wholesale, retail business. Past eight years selling in Tetail hardware, 
housefurnishing and paint stores. Experienced with windows, displays, 
keys and lock repairs. Pricing, care of stock, etc. Reasonable salary ex- 
pected, Christian, age 35, single. References furnished. New York and 
vicinity preferred. Address Box J-742, care of HARDWARE AGE, New York 


City. 


EXPERIENCED hardware man, age 32, married. Three years retail 
experience, traveled for seven years in central and northern New York 
State for large jobber and two years for large manufacturer in western 
New York State. Now located in western New York, but willing to go 
anywhere. Best references. Address Box J-741, care of HARDWARE AGE, 
New York City. 








FOR SALE: Old established business manufacturing sheet metal stamp- 
ings and sheet metal products, also hardware and woodenware specialities. 
Well equipped one story factory with over twenty thousand feet of floor 
space, private siding, electric power, sprinkler system, etc. Desirable labor 
conditions. Four railroads giving first class shipping facilities. Over 
$100,000.00 business already lined up for the current year. Ample land for 
expansion. Address Box J-751, care of HArpwarE AGE, New York City. 





EXCELLENT opportunity for small popular priced hardware and house 
furnishing store. C. C. SIMPSON & CO., FH chenenth-y — 








SALESMAN—Has enviable connections with housefurnishing and elec- 
trical departments of department stores, jobbers, etc., desires to connect 
with a reliable house. Fully acquainted with all buyers in the electrical 
field throughout the country. First class specialty man and would be will- 
ing to take agency for a good selling line. Address Box J-745, care of 
Harpware AcE, New York City. 


HARDWARE MAN, age 31, married, free to go anywhere in mid-west. 
Have had five years’ experience, two years as clerk and three years as 
manager of large store. Also have had six years in paint and glass busi- 
ness. Also all-around glazier. Address Box J-746, care of HARDWARE 
Ace, New York City. 


POSITION WANTED—Young man, 30 years of age, with 12 years 
hardware, housefurnishing and sporting goods experience, desires position 
as floor salesman with reputable firm, salary moderate, will consider 
traveling, willing to go any part of United States, have experience in retail 
as well as wholesale, can furnish best of references. Address Box J-743, 
care of Harpware AcE, New York City. 








SALES REPRESENTATIVES WANTED 


SALESMEN WANTED with established retail cutlery, hardware, drug 
and department store trade, to carry side line of highest quality razor 
blades. Straight commission basis. Full credit on repeat business. State 
age, experience, companies represented and actual territory covered. Only 
those whose reputation can be thoroughly examined need apply. Address 
A. HIDDE, P. O. Box 647,.C. H. Station, New York City. 








SALESMEN WANTED: To sell, as a side line, on a commission basis, 
the well-known line of ARLINE STEEL RULES. Liberal commissions 
aid. Answer giving particulars of territory covered and lines carried. 


irsh & Kirsh, Inc., 167 Madison Ave., New York City. 





WANT MANUFACTURER’S REPRESENTATIVES to sell year-round 
builders’ hardware specialty. Commission. State all details. Address— 
S. N. Robinson, Apollo Theatre Bldg., Peoria, Ill. 





ROPE SALESMEN wanted for New Jersey, Delaware, Pennsylvania, 
New York, Michigan, Indiana. Sideline 5% commission. Address UNITED 
FIBRE COMPANY, 82 South Street, New York City. 








WANTED—Position as purchasing agent, superintendent or salesman 
with manufacturer or jobber by man with 31 years of experience with 
lawn mower manufacturer and allied industries. Married, can furnish 
best of references as to character and ability. Address Box J-634, care 
of Harpware AcE, New York City. 





POSITION WANTED—Young Hardware Display Man, single, 24 years 
of age, desires connection with reputable retail hardware firm. Thoroughly 
experienced window trimmer, store display man and card writer. Under- 
stands modern methods of merchandising. Can furnish first-class refer- 
ences. Salary secondary to opportunity. Middle West preferred. Address 
Box J-750, care of HarpwareE AGE, New York City. 


SALES ACCOUNTS WANTED 


WE NEED one more good line for Hardware and Electric Jobbing and 
Retail Trade for the Eastern Seaboard. Now representing one of the larg- 
est manufacturers of Electric Fans and Ventilators in the country. Wide 
acquaintance with Electric, Hardware and Department Store trade. Ad- 
dress JOHN E. McCRADY, 2 East 23rd Street, New York City. 








MANUFACTURERS’ REPRESENTATIVE with established trade, 
wishes additional line for reliable factory for Chicago and Milwaukee terri- 
tory, going to Jobbers, Department and Chain stores, large Hardware and 
Housefurnishing stores. Will also consider first class imported line. Ad- 
dress Box J-731, care of Harpware AcE, New York City. 





_ POSITION WANTED—Young man, age 26, having 5 years’ experience 
in wholesale hardware and housefurnishing business. Trained in all de- 
partments. Full charge stock room and receiving departments, also assis- 
tant buyer. References furnished. Moderate salary. Prefer Metropolitan 
district. Address Box J-752, care of Harpware AGE, New York City. 


MAN WITH SEVERAL YEARS ROAD EXPERIENCE wishes to 
secure quality line of merchandise, made by responsible people for whole- 
sale and retail trade. Any territory considered. Bank and personal refer- 
= furnished. Address Box J-747, care of HARDWARE AGE, New York 

ity. 


EXPERIENCED HARDWARE MAN living in Virginia would like to 
make a connection with a good hardware firm. Have had twenty years’ 
experience buying and selling hardware, paint and snorting goods. Several 
years selling to the trade in Virginia and North Carolina. Address Box 
J-748, care of Harpware Ace, New York City. 











YOUNG MAN —High School graduate, six years’ experience in builders’ 
hardware, plumbing and electrical supplies, wishes connection with manu- 
facturer or general hardware store in growing town. Capable and willing, 
A-1 references. Address Mr. S. Spondry, 80 Blake Avenue, Brooklyn, N.Y. 





F SALESMAN—Open for proposition to represent manufacturer or jobber 
in Metropolitan district or nearby. Fifteen years’ experience. Can fur- 
nish A-1 credentials. Address Box J-749, care of HARDWARE AGE, New 
York City. 


POSITION WANTED—Missionary and Salesman—15 years in hard- 
ware, paint and fertilizer lines. Small salarv 2nd commission. Address 
Box J-744, care of Harpware Acre, New York City. 
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Good Management 


is merely the transmission 
of the intentions and pur- 
poses of the management 
through the staff to the 
customers. 











HARDWARE AGE 

















INDEX TO ADVERTISERS 








THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. 


Every 


No allowance will be made for errors or failure to insert. 


care will be taken to index correctly. 
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People Are LOCKING Windows 


Burglaries, kidnappings, petty thieving everywhere. 
People are cautious—they’re LOCKING their win- 
dows. 

The “IVES” Ventilating Window Lock fastens win- 
dows securely, yet allows entrance of fresh air with- 
out danger of intrusion. 















Easily applied—no 
mortising or cut- 
ting required. 


Selling 
Rapidly 


NOW 


Priced so all can 
afford them. Order 
now while the rush 
is on. Packed in 
two dozen lots in 
attractive  dis- 
Play carton. 


“Quality 
Hardware 
Since 
1876” 


The H. B. IVES Cco., New Haven, Conn., U. S. A. 



































Mr. Dealer— 


Here’s a DEMONSTRATION OFFER 
Wilder’s 


LION TAPS 


to introduce 





No. D40 LION DEMONSTRATION CARTON 


Contains one dozen pairs of Men’s LION TAPS in 

assorted grades 10c. to 35c. per pair; complete with nails. 

You can secure this trial assortment through your 
jobber at $1.65. Retail value $2.50 


WILDER & COMPANY, MERS. 
1038 Crosby St., Chicago, Iil. 
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EASY MONEY? 


Other dealers are 
making it with 


THERM-O-CLOCK 





OU are missing some 

of the easiest sales 

and easiest profits 
you’ve ever known, if you 
haven’t got this small display stand of Therm-O-Clocks 
on your counter. They’re “selling like hot-cakes’” wher- 
ever they are shown—and right now you should be getting 
your share. 
Therm-O-Clock is the new accurate thermometer that every- 
body wants. It’s new in principle and new in beauty and 
comes in a wide selection of colorful plastic cases, 3% in. 
high x 8 in. wide. No glass to break—no coil—no liquid— 
nothing to get out of order. For home and office. Ideal 
for bridge party prizes, etc. 
Most jobbers carry them. See yours or write direct for 
literature. Send $1.00 for sample. 


THE THERM-O-CLOCK CO. 
304 S. Fountain Ave., Springfield, Ohio 


Just SHOW IT AND IT SELLS 














Jurn your spare time into ~ 
CAS H with the new | DEAI d 
LAWNMOWER SHARPENER 


Make More 
Money — 
Your Clerks 
Can Sharpen 
Lawn- 
mowers in 
Their Spare 
Time 


Every spare dollar you can make counts these days. That is 
why hundreds of Hardware Dealers are finding it extremely 
profitable to sharpen lawnmowers in their spare time. You 
ean charge from $1.00 to $1.50 for each mower you grind 
‘depending upon its condition. No other equipment will bring 
you greater returns on your investment. 


HELPS YOUR LAWNMOWER BUSINESS—People 
prefer to buy their mower from the man who is in position 
to service it. Mowers ground on the Ideal Lawnmower Sharp- 
ener make satistied customers. The new 1932 model Ideal 
Sharpener is the greatest value ever offered. 


NO TRAINING REQUIRED-—You don’t have to be a 
mechanic to operate the Ideal. Its operation is extremely 
simple and practically automatic after you have placed the 
lawnmower in position to :grind. 

SPECIAL GRINDING WHEEL ATTACHMENT— 
For grinding grass shears, sickles, etc. Will add many dollars 
to your income. Our new free catalog shows you how you 
can make extra money during your spare time. 


Send for Free Catalog 


THE FATE-ROOT-HEATH COMPANY 
322-358 Bell St. Plymouth, Ohio 
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i save in - 
long run with 


DENNSYIVANIA 


Quality 


LAWN MOWERS 








et us help you sell 


your mowers! 


When you buy PENNSYLVANIA Quality Lawn 
Mowers we acknowledge an obligation to help you 


sell them, in every way we can. 


So we provide, free of charge, an assortment of 





business-getting advertising material that will stimu- 


late sales if you use it conscientiously. 








Youll save ein the ons atee 
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Get the big, full-color display card of the Old 
Gardener and put it in your window with lawn 
mowers and garden tools. Ask also for our com- 
plete package of 1932 Dealer Helps . . . striking 
ear cards, counter and window cards, leaflets and a 


16-page booklet on the care of the lawn. 





PENNSYLVANIA Mowers are sold through hard- 
ware dealers and seedmen only—not through chain 


stores or book houses. 
Fill in the coupon and mail it NOW, and be sure 


to enclose a proof of any imprint you may desire. 


PENNSYLVANIA LAWN MOWER WORKS 


Primos, Delaware County, Pa. 





PENNA. LAWN MOWER WORKS 
Primos, Del. Co., Pa. 


Please send, without delay, complete 1932 package of Sales Helps and big, 
full-color display of PENNSYLVANIA Gardener. 
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LOCK SETS AND TRIMMINGS 


NEW « » MODERN « » UP TO THE MINUTE 
They Have Eye-Appeal Which Pleases The Most Exacting Customers 





We Show Here a Few of Our Latest Patterns 


Executed in Wrought Metal 
Brass and Steel 














WECARRY at all times a 


well-balanced selection of the 








entire range of hardware requir- 


ed in the erection of all classes = 
(GLASS KNOBS) 


METAL KNOBS) of structures from the modern 
LA BREA DESIGN 


LA VERNE DESIGN skyscraper on down to the most 
—o 
Alll Patterns Finished In 


With Antique Brass 
Glass or Metal YUR SERVICE DEPART Sanded Brass or 


AUN 


Knobs MENT is excelled by none. Dull ects 








ordinary town and country 


jobs. 





baw 5 








Its experts are fully qualified to 
assist our customers in the prep- 
aration of estimates as well as 
in the solution of the various 
problems which so frequently 
arise. This assistance is cor- 
dially offered to all our cus- 








at tomers. 
(METAL KNOBS) (GLASS KNOBS) 
LA MONA DESIGN LA MANN DESIGN 
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= ws . en me , . - Saag PLENGHS 
Ask Our Salesman 
New Patterns and Ideas PAPLE 1843 | 
y INTERNATIONAL DISTRIBUTORS to Show You 
lat Are In avor a | ; 





TI F With the 


Most Discriminating Trade. Our Complete Line 


Or Cxrcets 


“Dias 
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